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The equation is simple. This studio 
functions on a 56 hour-7 day week 
work schedule within normal costs; 
not on the ordinary 40 hour schedule. 
Thus, we provide agencies, manufac- 
turers, and publishers with 16 extra 
hours without overtime charges. 


This economy, when equated with the 
exceptional quality of our services, is 
of major importance to you in today’s 
rnarket, which demands the utmost in 
effective promotion within current 
economical budgets. 


new york's only complete photographic 
and service studio operating seven 
days weekly: our services include, 
photography, dasign, dye transfers, 
flexichromes, veloxes, color and black 
and white retouching, mechanicals. 
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a completely 
integrated staff 


itustraters 
BLOSSOM 
BUELL 
CACCIOLA 
CAPPELLO 
COLE 
corcos 
DAUBER 
EMNI 
GABY 
GORSLINE 
GURNEY 
HANKE 
HOGENBYL 
HURST 
KIDD 
KOVARSKY 
KUHL 
LANDAU 
LOH 
MAC MINIGAL 
Vv. MARTIN 
MEOLA 
PEREIDA 
PERL 
PROHASKA 
RISWOLD 
ROTH 
ROSSER 
SCHWINN 
SMOLEN 
SNYDER 
SPANFELLER 
TREIDLER 
WARREN 
WHEATLEY 
WILLARD 
E. A. WILSON 
WINZENREID 


designers 
BASS 
MC CLASH 
HAYS 
HILL 
HOOT Vz 
D. STONE MARTIN 
POWERS 
RASKIN 
RODEGAST 
SMITH 
WOOLHISER 


photographic 
group 

BASCH 
BENEDICT 
BREITENBACH 
COFFIN 
GALLOB 
LIBSOHN 
RITTER 
SCHIAVONE 
TIETGENS 
ZANE 


tetterers 


NERNOFF 
WE'Iss 


retouchers 


FORINO 
FREITAG 


KUKS 
PINTO 
RICONDA 
SCHITTONE 
WERNER 


contact 
JOE FERRUZZ! 
JOEL KARRON 
BOB NABSTEDT 
LESTER RO 
ARNO SCHMIDT 
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LESTER ROSSIN ASSOCIATES INC. 
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The inference is clear... 


Contrary to what you might believe, the soft, inferential state- 
ment is often more powerful, more sales effective than what 
seems to be the direct, hard-sell claim. The inferential approach 
(such as coupling your product in an illustration with unrelated 
but other fine products) can get in where the verbal, direct claim 


of quality may only arouse defenses. 


Inferential advertising, while it isn’t always more effective 
than direct statements and claims, is- often effective just because 
it is less obvious. Some of the reasons for the strength of what 


seems to be a weak technique are: 


1. By avoiding the specific claims, the message permits the 
reader to form her own favorable impression. The ad simply 
starts the impression-forming process in her mind. Often, advo- 
cates of inferential selling aver, the specific claim would have 
appeal to a narrower group by ruling out those buyers whose 


attitude is not receptive to the specific image created in the ad. 


2. Inferential advertising makes it easy for the reader to 
say “yes”, difficult to say “no.” It does this by in effect creating 
situations in which the reader would like to find herself and 


identifying the product or service offered with the situation. 


Inferential advertising is an emotional rather than a rational 
selling technique. It works more rapidly and effectively pic- 
torially than verbally. This calls for great understanding and 
delicate handling by the art director and on the part of the 
copywriter—though his copy may be brief—he must pack a very 
carefully aimed message in his few but choice words. Inferential 
selling is one form of creative advertising. Today’s AD should 


be familiar with it, know when and how to use it. ° 
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Post office at New York, N. Y., with additional entry as second-class matter at the post 


office ot Baltimore, Maryland. 
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JOHN JOYCE PHOTOGRAPHIC ASSOCIATES 


480 Lexington Ave., N.Y.C., N.Y. PLaza 8-1815 
Represented by John Joyce/Marvin Saunders 


A/C—Instant Postum 
Agency—Young & Rubicam 
A/D—Bill Muller 
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Eckstein-Stone 


Write for your free copy of 
“Illustration, Retouching, Lettering with the Red Sable Water Color Brush.” 
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By ALBERT DORNE 
Famous Magazine Illustrator 


HE brilliant performers in 
é every field of art agree on one 
thing: Talent, alone, is not enough. It 
is sometimes all that a young man or 
woman needs to get started in art. But 
to move into the circle of top pro- 
fessionals, an artist must know all the 
modern, advanced techniques of pic- 
ture making. 

Only then can he develop a style 
of his own . . . the ability to think 
out picture problems . . . and the crafts- 
manship which will set him apart from 
run-of-the-mill artists. 

You can’t get this knowledge of 

methods from “on the job” experience 
alone. Or from time spent with a 
morgue and clips trying to figure out 
the techniques of name artists. You 
certainly can’t fit a regular schedule of 
classroom study into your busy work 
day. And you don’t want to waste time 
traveling to and from school. 
It Takes Success To Teach Success 
That’s why home study with the 
Famous Artists Schools makes such 
good sense if you’re ambitious and 
recognize the need for more training. 
You study in the privacy of your own 
home or studio. Set your own pace. 
Concentrate on the things you need 
help with most. 

Even more important, you benefit 
directly from the long years of success- 
ful experience, the trade secrets and 
techniques of America’s most fam- 
ous artists. You learn the short-cuts 
and the special ways each of us has de- 


What separates the 
brilliant performer from 


“just another artist’? 


vised to work out creative problems. 
And your completed assignments are 
constructively criticized by a method 
which we sincerely believe is the most 
personal and effective ever developed. 

Our original course in Commercial 
Art and Illustration proved so effective 
that two equally great courses — one in 
fine arts painting and another in pro- 
fessional cartooning — have since been 
created. 

All three courses follow the sound 
principle that is the cornerstone of the 
Famous Artists Schools: It takes suc- 
cess to teach success. 
Free...Complete Information On The 

Three Famous Artists Courses 
There are very few artists who could 
not profit from one or another of the 
Famous Artists courses. If you’re am- 
bitious and want to increase your 
earning power, you'll want to know 
more about our Commercial Art & 
Illustration course . . . or our Course 
in professional cartooning. Perhaps 
you've already made your’ mark and 
now want to master the techniques of 
fine arts painting for your leisure and 
your retirement years. But even if you 
have no interest in training for your- 
self, you surely know some young 
“hopeful” — an assistant or a friend — 
who might someday become a brilliant 
performer with the proper professional 
training. Use the coupon below or 
give it to somebody you think would 
be interested. There’s no obligation, 
of course. 


Se DP ern ae Se 


ee 
| FAMOUS ARTISTS SCHOOLS | 
Studio 593, Westport, Conn. 

an 

Please send me, without obligation, 

information about your three professional art courses. 
Mr. 
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FIELD-RUNNING FILMSTRIFP* 
Celluloidus Nakedus 


Identification: One of the smaller members of 
the Flicker Family, filmstrips usually measure 
either 16mm. or 35mm. across the frames. Their 
length yaries with the size of the bill. Males are 
attractively colored and gaily decorated. Females 
are black with white markings. 

Habits: Filmstrips are nocturnal and best observed 
under darkened conditions. When dormant, they 
remain in a “coiled” position, concealing their iden- 
tity. Unlike other Flickers, they have no vocal 
apparatus, although filmstrip sounds frequently 
have been recorded. 

Reproduction: Filmstrips reproduce easily and 
in large quantities. A sub-species, the “split-frame” 
filmstrip, results from cross-breeding. 


*Colorful specimens on display at Graphic Arts Center, Inc. 
6 West 48 Street. Exhibit hours: 9-6 daily. Call Ci 5-2525. 








business briefs 


Business indexes, like Vanguvards and Atlases, 
are having difficulty getting and staying 
aloft. Industrial production, durable 
and non-durable manufactures, employ- 
ment, personal income are some of the 
phases of our economy below their 
peaks. But most of these are high levels, 
Industrial production is off about 5% 
from very high points early in 1957 
and late in 1956. Will average out better 
for 1957 than in 1955. Unemployment is 
around the 414 million mark, some guess 
it may reach 5 million before dropping. 
But we still have an employment level 
of some 67,000,000 well above the 60 
million that some people thought fan- 
tastic just 10 years ago. Construction 
activity is high. Prices, though levelling, 
are still inching up. 


Pressure is on in many states to raise unem- 
ployment minimum payments. Feeling 
is that when they give only 20% or less 
of a salary or a wage they are not pro- 
viding a real buying power cushion to 
the economy. 

* 


Meanwhile, a long-range concern is changing 
status of the consumer. His pent up de- 
mands for goods after World War II is 
pretty well filled. Large and growing 
families are shifting emphasis once again 
to food, clothing, and requirements of 
growing children rather than adult 
luxuries. 
e 


Question for art directors is: will the emphasis 
on the children’s economy—on necessi- 
ties rather than luxuries—cause a shift 
from subjective to objective buying? 
Will it call for more reason—why selling 
rather than for the appeal to the sub- 
conscious that art directors and motiva- 
tional researchers have been learning to 
use? 
= 


Art studios and freelancers are reporting heavy 
activity once again, after a soft Decem- 
ber and a quiet early January. You 
could almost spot mid-January as a turn- 
ing point for many. 


One indication of the pinch on the consumer 
dollar is noted in a Dun & Bradstreet is 
increase in charge selling by retailers 
and less prompt collections. In the face 
of this, D&B reports, the stores have 
“little intention of cutting back their 
advertising and promotion budgets.” @ 
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EDSTAN 

made ail the mezzotints 
from photographs 

for NBC's fall campaign. 
One of many solutions 
to art problems 

through photographic means. 
Telops, slides, flips 


b/w and color 


EDSTAN 


75 W. 45 CIRCLE 5-6781-2 





















NORMAN M GRABER 
ART ASSOCIATES 


15 WEST 57 STREET NY 19 
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Wise Artists Insist on 
Craftint Art Papers and 
Art Pads for Every 

Art Requirement 


Craftint Art Papers mean perfect 
drawing surfaces for every art require- 
ment! Firm finishes that assure 
perfect results with ink...water colors 
... Crayon... temperas... pencil! The 
variety in Craftint Art Pads lets you 
pick the pad that suits you best! Trac- 
ing... Layout... Charcoal... Bristol 
...Manila...News...Bond... Acetate 
...Palet-Pads... Drawing and Sketch- 
ing Books! Amateurs and professionals 
agree on Craftint.... for perfection 
in quality! 


a 
THE Craft?nt MANUFACTURING CO 


At art dealers everywhere! 
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takes no back seat at LaDriere. 
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.. one of America’s largest, incidentally. 


The ability to interpret rough indieations accurately ... 








for fresh, 
the creativeness necessary 


: dynamic lettering design . . . 
the numbers needed to get your job out on time— 


whether it’s a simple rough 


or a complete finish— 


all are combined at LaDriere. 


And lettering ig only one of the reasons 











why making art directors (and their clients) happy 


has been 
a 30-year habit with us. 








\Driere Studios 1700 Cadillac Tower Detroit 26, Mich. WO 5-0360 
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Get out from under that mess of 
odious detail. Try our special brand 
of intelligent art director-type con- 
tact service and our great trouble- 
shooting, problem-solving studio 
crew. All we need is a fast rough or 
even a rough idea and we'll solve 
those problems, take care of those 
rescales, copy changes, revisions 
and adjustments and fast, too: Call 
Mike or Don at Plaza |-4760 for 
real relief. 


FENGA & DONDERE inc. 


spot by Nostrand 
lettering by Ottino 


40 EAST 49TH STREET. NEW YORK 17. NEW YORK 





coming events 


Apr. 2-3 . . . Type C Print Exhibit, Demon. 
stration, by Eastman Kodak, Commodore hotel, 
NYC. Apr. 8, Boston, Sheraton-Plaza; Apr. 
15-16, Detroit, Veterans Memorial Bldg.; Apr, 
22-23, Chicago, Hotel Sherman; Apr. 29, 
Minneapolis, Radisson hotel. 


Through Apr. 13. . . 10th Anniversary Exhibi. 
tion, Art Directors Club of Toronto, Art Gal- 
lery of Toronto. Awards dinner, Mar. 18. 


Through Apr. 10 . . . Symbols of Commerce 
exhibit, UCLA Art Dept. gallery, Los Angeles, 
Through Apr. 18 . . . First International Air 
& Travel Poster Exhibition, AIGA, 5 E. 40, 
NYC. 


Apr. 1-Apr. 10 . . . 37th Annual Exhibition of 
the New York Art Directors Club. Awards 
luncheon Apr. 1, Waldorf Hotel, NYC. 


Apr. 2-3... National Visual Communications 
Conference, Waldorf Hotel, NYC. Sponsored 
by the New York Art Directors Club. 


Apr. 3-20...American Watercolor Society, 
9lst Annual Exhibition, National Academy 
Galleries, NYC. 


Apr. 7-25...School of Visual Arts, NYC, 
design and illustration by Bob Gill. 


Apr. 11-May 18 . . . Society of Typographic 
Arts, Design in Chicago Printing Exhibition, 
Art Institute of Chicago, Gallery 11. 


Apr. 14-30...9th annual show, AD club of 
Metropolitan Washington, Perpetual Building 
Association Auditorium, 12 noon to 3:30 p.m. 
daily. Dinner-dance, award presentation, 
Apr. 12. 


Apr. 26 . . . International Typographic Design 
Seminar, Silvermine Artists Guild, Silvermine, 
Conn. Sponsored by the Type Directors Club. 


Arts Club of Chicago .. . Apr. 13-May 13, Pro 
fessional Members Annual Exhibition; May 
20-June 20, Philip Guston Exhibition. 


Museum of Modern Art... through May 11, 
Georges Seurat, paintings and drawings; 
April 2-June 1, Juan Gris exhibit; April 23 
May 11, Bareiss Collection. 


New York Public Library . . . through Apr. 18, 
Six Centuries of German Prints, third floor, 
Print Gallery, Fifth Ave. Bldg. 


The Art Institute of Chicago . . . through April 
30, prints by Renoir; through June 29, 
Oceanic Art; April 11-May 18, Design in Chi- 
cago Printing Exhibition. 


The Philadelphia Art Alliance . . . Through 
Apr. 6, Mac S. Fisher; through Apr. 20, Eugene 
Feldman; Apr. 2-27, Leonard Nelson; Apr. 
3-27, Dr. David L. Drabkin; Apr. 4-30, Daniel 
R. Cades; Apr. 9-27, Paul Remmey Memorial 
Exhibition; Apr. 9-27, Robert Ranieri; Apr. 23- 
May 25, James A. Coughlin. ° 
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ATLANTA, Ga. 
BINDERS INC. 
74 Broad St. N. W. — WA-1477 
CHICAGO, Ill. 
AR ISTS SUPPLY CO. 
209-215 N. Wabash Ave. — RA 6-888) : z 
THE BRUDNO ART SUPPLY CO. : ‘ ce ‘ ‘ 
60) N. State St. — SUperior 7-0030 : s . ° 
CINCINNATI, Ohio H 
THE POUNSFORD STATIONERY CO. : , 
422 Main St. — MAin-2385 : for all special 
CLAYTON, Missouri 
ART MART, INC. 
it. 


Occasions . .*. use 


MORSE GRAPHIC ART SUPPLY CO. 

1312 Ontarie St. — MAin 1-4175 
DENVER, Colorado 

SPIVAK ART SUPPLY CO. 

1024 17th St. — KE. 4-3505 
DETROIT, Michigan 

DRAFTING MATERIALS, INC. 

4851 Weedword — TEmple 3-9616 

GARTH'S DEVOE PAINT STORE 

1513 Breadwoy — WOocdwerd 3-3660 

LEWIS ARTIST SUPPLY CO. 

6408 Weedwerd Ave. — TR. 1-0150 

fF. A. PERINE 

4424 Woedward Ave. — TE 1-7423 
GRAND RAPIDS, Michigan 

ANDERSON ARTIST SUPPLY CO 

28.30 Lovis St., N.W., Phone 9-8732 

DOUMA & SON 

306 Monroe Ave. — Glendale 8-9393 

THOMAS BLUE PRINT SHOP INC. 

136 Division Ave. N. — 9-0131 
HOUSTON, Texas 

TEXAS ART SUPPLY CO. 

1915 W. Gray — JA. 6-2521 
INDIANAPOLIS, | 

BATES BROS. PHOTOCOPY SERVICE 

203 N. Delaware St. — MArket 9559 
LOS ANGELES, Cal. 

CALIFORNIA ARTISTS MATERIALS 

2420 W. 7th St. — DUnkirk 5-2436-37 

H. G. DANIELS ARTISTS’ DRAWING MATERIALS 

621 S$. Grand Ave. — Michigan 3029 






























Artists, Art Directors, 

Designers and Layoutmen 
across the nation have discovered 

and insist on the remarkable 

qualities of the Dalton “Admaster’”’. 

The very finest of all layout and 

visualizing papers. Dalton “Admaster” 

responds beautifully to pastels, 

charcoal, pencil, colored pencils, 

ink and even washes! 

Every layout you submit on the Dalton 
“Admaster” becomes a very special 
occasion ... just the idea of 
having the best surface to 
work on will give your 
drawing that extra sparkle. 
Use Regular 406-R for 
layouts and Fluorographic 
406-RF for layouts and 
reproduction, permitting 
crisp highlight halftones in 
dry media, also approved for 
Kromolite. Remember. . 

there’s nothing like the 

Dalton “Admaster”, try it 

today and see... 

Call the dealer listed here 

and nearest to you 

for a supply and enjoy 

this amazing new 

way of life. 


M. FLAX 

10846 Lindbrook Dr. — AR 7-5549 
LOUISVILLE, Kentucky 

ELECTRIC BLUE PRINT & SUPPLY CO. 

635 S. Fifth St. 
MIAMI, Florida 

ASSOCIATED ARTISTS 

1822 Biscayne Blvd. — Miami 3-3562 
MILWAUKEE, Wisc. 

ARTIST & DISPLAY SUPPLY CO. 

613 Ww. in Ave. — BRoadway 1-7198 

PALETTE SHOP 





783 N. Mil: je St. — BReedway 2-2764 
MINNEAPOLIS, Minn. 

ARTSIGN MATERIALS CO. 

404 Marquette Ave. — 1!-7607 
MORRISTOWN, N. J. 

BOIN ARTS & CRAFTS 

91 Morris St. — JEfferson 9-0600 
NASHVILLE, Tenn. 

GRIFFIN SUPPLY CO. 

155 Fourth Ave. N. — Al 4-3368 
NEWARK, N. J. 

ARTIST SUPPLY SERVICE 

556 High St. — MArket 2-6219 
NEW ORLEANS, 

NORTON ART SUPPLIES 

738 Poydras St. — RA-1570 
NEW YORK, N. Y. 

BEE-KO COMPANY, !NC. 

155 E. 44th St. — MUrray Hill 2-4224 

CONCORD ARTIST MATERIALS 

190 Lexington Ave. — LExingten 2-3740 

CRANE-GALLO ARTIST SUPPLIES 

110 W. 3st St. — LA 4-9476 

£. H. & A. C. FRIEDRICHS 

37 E. 28th St. — LE 2-0300 

SAM PLAX 

40 E. 28th St. — MUrray Hill 3-2962 

JOSEPH MAYER CO. INC. 

5-9 Union Sq. W. — Algonquin 5-7644 

A. SELTZER CO., INC. 

1163 6th Ave. — PL 7-4338 

UNITED ARTIST MATERIALS 

32 W. S3rd St. — PL 3-1738-9 
PHILADELPHIA, Pa. 

HENRY H. TAWS, INC. 

1527 Weinut St. — Rittenhouse 6-6324 












8. K. ELLIOTT COMPANY 

536 Penn Ave. — Gant 1-3660 
RICHMOND, Virginia 

SPEARS SUPPLY COMPANY. 

501 E. Canal St. — 3-5178 
SAN ANTONIC, Texas 

JOHN HERWECK, INC. 


If a dealer in your area does not have the Dalten“Admaster” Regular or a 


232 . : 
ST. LOUIS, Mo. send us his name or write to us on your letterhead for a free 4 x 6” sample pad. 
AL. J. BADER CO A complete swatch series is also yours for the asking . . . request swatch group Ne. 5. 


1113 Locust St. —GArfield 2870 
Kansas 


CAPITOL CITY BLUE PRINT CO. = N 
TOPEKA ART SUPPLY bienfan® oper co., inc. 

WASHINGTON, D. C. ; 
vt ee metuchen, new jersey 


FEDERAL 
1716 H St. N. W. — RE. 7-6686 
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COLOR TRANSPARENCY 
RETOUCHING 


oa £ 


REMEMBER ... chances are we 
can save that transparency. 


The color pages of America's 
leading publications are the best 
advertisements of our work. 


Informative Brochures telling of 
many of the innumerable possi- 
bilities in color transparency 
retouching are available free. 
Mail your request to Dept. "A”’ on 
firr.. letterhead, state title. 


ES TEtiw FRIEOMAWN 
ae 8 OR On FE a 


141 E. 44th St.. NYC17 
Murray Hill 7-7194 





BIG! 





With equal ease, you can make both 
Roman and Gothic characters without 
ever changing your brush! 
Patented STEEL BRUSH holds ink . . . 
no drip ... no spatter... yet new design 
makes STEEL BRUSH far easier to 
clean. At your art supply store. 
MANY USES 


@ Auxiliary water color brush e Poster color work 
e@ Unusual textures, all media © Opaque fill-ins 

e Large poster lettering @ Price tickets 

© Palette knife for oils @ Store signs 


Send for FREE lesson chart 


“SPeEEDBA|| 


STEEL BRUSH 


c. HowaRD HUNT 
PEN COMPANY 
Camden, N. J. 






















ARTISTS’ 
WATER COLORS 


A wide selection 
of transparent water 
colors of 
unsurpassed 
Bauality. Classified 
as to degrees of 
permanence, 
and available in tubes, 
pans and cakes. 







pan not actual size 






Howl 


YOU can afford 
that little qn’ ino 
extra IMPORTED (y" 
quality! 902 BROADWAY 


i. x. a Mee 


Canadian Agents: THE HUGHES OWENS CO., Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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tax talk 


MAXWELL LIVSHIN, CPA 


More on NYC Sales Tax 


Article 70(1) of the Rules and Regula. 
tions of the City of New York governing 
sales tax provides that this tax is im- 
posed upon the sale within the city of 
tangible personal property delivered by 
the vendor to the purchaser in the City 
of New York even though the purchaser 















Sf 


A complete subsequently delivers it, or causes it to 

service studio be delivered, to points outside the c:ty. 

: 2 : To illustrate: A vendor in the city of 

design - illustration New York, with its main office outside 
mechanicals the state, obtains an order for the sale 

lettering - retouching of goods to a New York City purchaser. 
photography - TV spots The order is subject to acceptance by 


the vendor at its main office. The order 
contact >. of is accepted by the main office and the 

Jerry Cummins <. - = £ goods are shipped to the purchaser in 
. : =| -_ New York City. In such case the vendor 
Irvin Cummins J 4 is required to collect the sales tax from 

Carlotta Noel 2 the New York City purchaser. 

_ Article 71 (2) provides that a vendor 
having a place of business outside the 
city of New York, who maintains no 
office in the city but is represented by a 


ART DEPARTMENT INC. = sales representative, or by a resident or 
7 jrenue- Te hone YU -6050 


~ 


non-resident salesman who solicits orders 
on behalf of such vendor, pursuant to 
which orders the goods are del.vered to 
purchasers in the city of New-York, is 
subject to the sales and/or use tax such 
vendor is required to register with the 
City of New York and file returns. 

A person engaged, in any manner, in 
carrying on in the city of New York 
any trade, business, profession, vocation 
or commercial activity, is required to 
pay the New York City Compensating 
Use Tax. To illustrate: a New York City 
artist purchases an automobile outside 
the City of New York. The car is 
brought to New York City where it is 
stored in a garage. The next day the 
artist drives the car to Florida. The car 
is not brought back to the city. The 
storage of the car in New York City for 
any period of time constitutes a use. 


Editor's note: In addition to presenting 
brief tax facts and data of interest to 
artists and studio owners, the writer of 
this column will answer inquiries from 
all readers. Address inquiries tq the 
editor or phone the writer, REctor 
2-9689. e 








Change of Address. Please send an address 
stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 


Ney i fe St., NYC 17. 


Shown here ie part of the staff of Art Department Inc. 
who have contributed to our success for the past ten years. 
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to the exhibitors 
and award winners in the 
thirty-seventh annual exhibition... 
to the judges who made 
rning the selections ...and 
a} to the art directors club 

of new york which sponsored 
— this recognition of creativity 
> city. in visual communications ... 
our congratulations for this 
e sale contribution to our field — 
ce by it is a demonstration of 
d the principles in practice which 
embody our own ideals 
— of concept and craftsmanship 








eat} NATIONAL ASSOCIATION ) OF ART SERVICES, INC. 


y for 

iting ART DEPARTMENT INC. 

t to BOYAN & WEATHERLY, INC. 

rr of CARLONI STUDIOS 

o" CHENAULT ASSOCIATES 

ms COMART ASSOCIATES, INC. 
° DESIGNERS 8 


DI FRANZA-WILLIAMSON ASSOC. 
a oa FENGA & DONDERI, INC. 
HEPWORTH STUDIOS, INC. 
MAYSHARK & KEYES, INC. 
CHARLES W. NORTH STUDIOS, INC. 
MEL RICHMAN, INC. 

PAUL SHERRY STUDIOS 

HENRY KURT STOESSEL STUDIO 














don't bother to reach for your dictionary. LA-CHI-NY is only a manufactured 
word symbolizing our nationwide art services. Three SBD studios located in 
Los Angeles, CHicago, and New York offer the unequalled talent of separate 





and interchangeable staffs of fine artists. Our many clients can testify to 
the advantages of this arrangement; it may also prove an invaluable aid 
in your future planning. STEPHENS-BIONDI-DE CICCO INCORPORATED. 


Write to our Chicago office for a free portfolio showing styles available. 
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You are the next 
American beauty 


Sheer 
| Velvet 
film 






Kor | Dorothy Gray 





the richest 
in beauty- 
Satura ! 


fashion vs. product emphasis 


The Dorothy Gray Sheer Velvet Film 
ad and the Dorothy Gray Satura Cream 
ad appeared in a woman’s magazine dur- 
ing the past twelve months. Here are 
some of the analyses findings of reader's 
responses from the Starch Readers Im- 
pression Studies. 

The model in the Dorothy Gray Sheer 
Velvet Film advertisement captured and 
held readers’ attention—somewhat at the 
expense of the product. Of particular 
note was her hairdress which a few read- 
ers did not like, her red lips, red roses 
and dress—matched in color and tone. 
This was reminiscent of a lipstick ad- 
vertisement, according to a few re- 
spondents. 

A few readers puzzled about the ex- 
pression on the model's face which they 
described as “funny,” while she re- 
minded others of Audrey Hepburn. One 
reader sadly concluded that she would 
not look as lovely as the model, film 
makeup or no, and another personally 
questioned the claim made in the copy 
that the product would improve her 
skin. Some readers in general were 
rather cynical about the smoothening or 
softening action of a foundation, imply- 
ing that this was a function of another 
type of product. There was virtually 
no mention of the Sheer Velvet Com- 
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pact. 

Readers’ emphasis on the model, to- 
gether with their questioning or ignor- 
ing of various copy points would point 
to the possibility that illustration and 
copy competed for interest. The pro- 
vocative model in her color coordinated 
costume won. 

Readers of the Dorothy Gray Satura 
Cream advertisement were involved with 
the illustrative material only insofar as 
it functioned in relation to the claims 
made for the product. Copy points such 
as vitamin and hormone content im- 
pressed readers. They linked the effec- 
tiveness of the product, not only with its 
ingredients but with the Dorothy Gray 
trade name which had a reputation, 
among readers, as a maker of fine prod- 
ucts. Older women tended to believe 
that the product would do things for 
their skin. At any rate, a number were 
sufficiently convinced to want to try the 
product on the ground that “If it does 
what it claims to do, it must be a good 
product.” 

The model was regarded as a pretty, 
fresh looking girl, and there was no 
doubt about her using this product. A 
few readers merely questioned that such 
a young person would need this type 
of cream. e 





when you show 


in FULL COLOR 


Just compare these two pictures and you will see why color is 
the magic ingredient that puts persuasion into your layouts 
and makes pictures of products come to life... In f t 
tests show that 4 to 7 times more people respond f 

color than to black-and-white! 


Let us show you how our ne 
high-fidelity *KOLOR-KROME 
process can save you money, yet 
put more selling impact in yo 
SALES PORTFOLIOS, CATA- 
LOGUE SHEETS, TRADE 
MAGAZINE INSERTS, STORE 
DISPLAYS, MAILING PIECES 
and even your packages. Write or 
phone for additional samples and 
information! 


Compare these prices for FULL COLOR on Kromekote! 


Size 8% x 11’’* Size 17” x 22” 

500 $174 1000 .. 58¢ ea 
1000 229 2500 .. 27¢ ea 
2500 291 5000 21¢ ea 
5000 398 


*Delivery in about two weeks 


SPECIAL PRICES ON GANG RUNS 
If you can use larger quantities, we can save you substantially on gang runs. 
For example: 10,000 of the 8%” x 11” size, in 3 weeks, for approxi- 
mately $400. 





Our *KOLOR-KROME is an amazing process that gives you full color 
reproductions like this in HALF THE TIME and HALF THE COST ... 
You can have runs of 500 to several thousand for less than you would 
normally pay for process plates — and delivery in as little time 

as two weeks. 


How many colors did we use in this picture? Four? Wrong — only three! 


Photo by: Mettee Studios, Baltimore, Md. 


2LOR LABORATORIES, INC. wee? WORE &. Me. 2 enaneien 5-3303 





HOW TO MAKE 5,000,000 DOLLARS! 


TYPICAL PROBLEM 


OUR ASSIGNMENT 


COMPLETE COST 


THE RESULTS 


THAT IS WHY 


STOESSEL 


To open a specific, new market for one 
of our clients whom we have served for 
over seventeen years. 


Analysis and creative design develop- 
ment of this merchandising program, 
consisting of sales aids, dealer sales 
promotion pieces and point of sale dis- 


plays. 


This entire program-cost about 
$100,000, including production and 
distribution of this material to all sales 
points throughout the United States and 
Canada. 


The sales in this market for the first 
year, almost 5,000,000 dollars. 


We are still serving the same clients 
that we first served nineteen years ago. 
We offer a complete art service for — 


e Effective point of sale material 
e Outstanding package design 

e Special booklets 

e Unusual posters and displays 


e Complete typographic, mechanical 
and production service 





STUDIOS 
21 W. 45th STREET 
CIRCLE 6-3968-9 





Joint Ethics Committee 
report —a mediation 
photographer vs. 

artist representative 





This case again calls attention to the need for, 
more uniform area of agreement in the difficult 
field of relations between artist and agent. This 
Committee, in lending its good - offices to dig 
putants in this relationship, does its best to con. 
sider each case on its individual merit, hoping to 
assist in bringing some order out of a somewhat 
chaotic field. 

And again we remind the reader that as media. 
tors, we only assist disputants to come to their 
own agreements —we do not decide such cases, 
PROBLEM: A free-lance photographer, after 
several years association with an artist- 
representative organization, became dis 
satisfied and wished to make a change 
in favor of a smaller operator. A dispute 
arose over the reluctance of the first 
representative to release samples in his 
possession, on the ground he was not 


being given sufficient notice. 


PHOTOGRAPHER: conceded agent’s right to 
continued handling of certain active 
accounts for a limited period, as pro- 
vided in the Code of Fair Practice, but 
insisted on right to transfer samples to 
new agent forthwith. 


REPRESENTATIVE: cited that expensive pro- 
motion already undertaken (certain ads, 
and a direct-mail piece already plated 
and printed, but not yet distributed) 
entitled him to continue representation 
for enough time to recoup his expense, 
and asked for control of samples for 
several months beyond the separation 
date contemplated. 


THE HEARING: Taking into account the 
mode of operation of this particular 
representative, which entailed rather 
elaborate and costly promotion of in- 
dividuals on his list, the panel felt that 
he had some justification for a request 
that was somewhat unusual. An agree- 
ment was reached for the separation to 
be deferred three months from the origi- 
nal date asked by photographer, and 
original representative was to be pro- 
vided with an adequate group of sam- 
ples for that period. 

Photographer was to supply this agent 
with a list of people or firms to be con- 
tacted by new agent immediately, with 
understanding first agent would make 
no contact with proposed clients on list. 

Any work in process or discussion 
prior to terminal date to be continued 
or completed with first organization for 
a period not to exceed six months from 
terminal date. 

After said date, should first agent re- 
ceive direct calls from its clients asking 
for this photographer’s work, photogra- 
pher would be given option of refusing 
or accepting such assignments through 
his organization. JOINT ETHICS COM- 
MITTEE, per Gil Darling. * 
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How Hutzler’s of Baltimore 
Gets Two-Color Printing 
at One-Color Cost 





Reproduced in reduced size above (the actual 
size is 4% x 6) is the front page of a 4-page 
pamphlet, one of a series used by Hutzler’s 
Department Store in Baltimore in a direct-mail 
campaign to charge accounts. 


When the printing of this piece was ordered 
it might have been quite natural to specify 
black ink on white paper. However, someone 
used imagination and specified green ink on 
rose-colored paper. 


The added cost was trivial, since colored inks cost only a little more than black ink and colored papers 
cost only a little more than white papers of equal quality. 


There’s an idea here which, applied to any long run, can result in tremendous economy, actually giving 
a two-color effect with one-color printing. We would be pleased, at your request, to submit swatches of 
colored papers in six of the grades in the Beckett line. Just write for them on your business letterhead. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 





Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 





RENDERING 
TECHNIQUES... 


GLEEM layout by WARREN ROGERS 


Art Director, Compton Advertising 


GLEEM’s advertising campaign has helped it to become one of 
America’s largest-selling toothpastes—in just three years! Here, 
Warren Rogers discusses the layout for a typical Gleem ad. 
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“In this campaign,” says Warren, “the words are “Here's the answer—a 2-line headline thal} 
really more important than the pictures. The big- the reader’s eye fall comfortably down inté 
gest problem is to make the copy ‘track’—in other copy. The copy column itself is broken up 
words, make it easy for the reader to follow it in antly by our standard spot illustrations. I u: 
smooth, logical sequence. The first thumbnail is Eagle TURQUOISE® pencil for every one of 
wrong, because the reader has to hop over a big, roughs. TURQUOISE takes a good sharp pe 
interesting picture to get to an important part of and stays sharp, too. It lays down a blackeml 
the message (‘Just one brushing . . .”). The second than any other 4B I’ve tried—and yet mi 
one is wrong, too—that stack of words is just too erase without a trace. My eraser, by the wa 
high. A five-line headline is too much to wade Turquoise CLEANTEX®. It does a clean job o 
through, and so is that fat col-umn of copy.” ing—and it doesn’t raise the ‘tooth’ of the p 
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EAGLE PENCIL COMPANY 
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ONLY GLEEM-— ‘ie toothpaste for 


people who cant brush after every meal 


JUST ONE BRUSHING 
destroys decay-and 
odor-causing bacteria 























“My technique in a color rough is to fill in all the areas of 
basic color, and then go back and punch in the darks. I used 
Eagle PRISMACOLOR®. By using the sides of the points, I can 
lay down a nice even tone very quickly. PRISMACOLOR 
doesn’t smear, and you can’t beat it for lettering. Also, I like 
lots of colors to choose from. I get sixty of ’em from PRISMA- 
COLOR!” Incidentally, the kids in green caps are real Little 
Leaguers from Wantagh, N. Y. (See finished proof at right.) 


"EAGLE most often 
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ANE S FARM, A LITHOGRAPH BY AI AN CRANI 
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, te lrue tl esses dinesh and receplive pronling sttiece oe 
Vickau ¥ Si lst seggest gualily far ae ils moderate 

cost. Clear bright white and eight tasteful colors offer an 


allractive choice fo the designer and producer pm i diva prenting. 
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letters 


Colliers aftermath... 


When Collier’s closed their doors for- 
ever you expressed a desire for infor- 
mation regarding the relocation of some 
of the Art Department Personnel. Un- 
fortunately I have not been abie to 
keep tabs on everyone because this old 
mose has been to the grind stone for 
the past year. 

Yours truly has established his own 
business as a graphic consultant to in- 
dustry working with certain large com- 
panies on their magazines and annual 
reports. At present American Cyanamid 
Company and the General Electric 
Company are my top clients and I am 
happy to say that the future looks very 
bright. 

Lou Sardella, my former Associate 
Art Director at Collier’s, has recently 
become Art Director of Parade Maga- 
zine and is doing a fine job with that 
book. 

Jack Pellew has been with the Fa- 
mous Artists School ever since the de- 
mise of Collier’s. 

Greg Bruno is an Art Director with 
the Reach-McClinton Advertising 
Agency in Newark, N. J. 

Bill Chessman among other things is 
Art Directing the Elks Magazine. 

Bob Blinn is the Art Editor of Out- 
door Life Magazine. 

Charles Smith is in the Art Depart- 
ment of Parade Magazine. 

Well that about wraps it up. 


Len Jossel, 
53 E. 54th St., N.Y.C. 


Editor’s corny excuse: In Steve Baker's 
monthly “Directions” story we had an 
art director sucking an empty pipe and 
looking through Leonardo Da Vinci's 
temples. We just overestimated the ADs 
piercing glance. 
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freeflowing informality 
or carefully planned perfection, 

Haber interprets the designer’s aims 
ith the understanding, skill and imagination! 
ry to produce truly creative typography. 
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Kudos... 


Your publication is very interes 
from many standpoints. Please keep 
the excellent job you are doing. 


David W. Dean, 

Advertising Manager, 
Watertown Div., The New York — 
Air Brake Co. i 


The name is Ottine ... 


I was very pleased to see my lette 
design mentioned in your February 19 
issue of Art Director (page 32. Me 
Before-and-After-Adaption). 

I am proud to be associated with 
campaign like Mennens, Ladies-in-Wa 
ing, an art director like Harvey 
man, and, the Grey Advertising Ager 
— so please, won’t someone say the kf 
tering design was created by 
Ottino, not Larry Ottinger. 


Sincerely, 
Fenga & Donderi Inc., 
Larry Ottino, Vice President 


This delightful “fluff” is self explani 
tory. You Lave our permission to prin 
it if you wish. Suggested caption: 

WHAT IS WRONG WITH THE 
TYPE? How many seconds has it take 
you to spot the World’s Largest 


(1152 pt. type, we think). Hoyt Howard 
consulting art director (pointing glee 


fully in photo) gives this advice, “Befo 
you louse everything up, thiNk.” 


Sincerely, 


Mitch Havemeyer, Pres., 
Hoyt Howard, Sec’y & Treas. 


OBER ET ) o NES 


AOE 











(@]UT-1-salelal-mieh malo’, an cole-badg-lonat-had-lebhele) «malollcMilahd-1a-1-) amu lalemE-J<11 
y»products ... with art and copy... are answered by the creative mind 


COMART ASSOCIATES, INC., 8E.52 ST. N.Y. 224@PL 3-4130 
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Illustrators 
James Bingham 
Harry Fredman 
Bill Teodecki 
Art Renshaw 
Marty Gulser 
Gordon Mellor 
Haddon Sundblom 
Tom Hall 
Richard Munsell 
Tom Scheuer 
Gerry Staugaitis 
Joyce Behr 


Studio Manager 
Norman Levit 


Assoc. Studio Manager 
Joe Anastasio 


Retouchers 
Paul Smith 
Lou Eisenberg 
Doug Robinson 
Bob Bryan 
Stan Wagner 
Ralph Stein 
Bill Cimino 
Tom Montana 
John Banza 
Goodhue Weatherly 


Mechanicals 
Joel Schwartz 
Phil Rohr 
George Galagotis 
George Baglieri 
Al Naftal 
Joe Mills 
Luther Parson 
Richard Amy 


Lettering 
Carl Lapidus 
Frank Ziella 


Layout 
Marvin Macnow 
Ambrose Kennedy 
Sam Levene 
Joe Boyan 


Photography 
Joe Bellanca 
Meighan Khantzian 
Gerald Carr 
Luis Lemus 


Representatives 
Joe Boyan 
John Collins 
Frank Gurrier 
Sid Levenson 
Serge Loukin 
George Lynch 
John Mathews 
Gloria Menna 
Seymour Thompson 
Goodhue Weatherly 
John Wilson 


BOYAN & 
WEATHERLY 


525 Lexington Ave. 
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“You can’t sell art, you can only expose 
the very best work there is available; 
the art director does the rest.”’ 


“General studio work is something you 
ean sell, when the Rep is on the ball and 
your studio is a collection of pros.” 


“SEYMOUR THOMPSON 


OBSERVES A TREND 


After analyzing some of the reasons behind the recent rash of agency mergers, 
_ Thompson joins Boyan & Weatherly who agree with him that many of the 


| reasons for consolidation also apply to the advertising art business. 


“Of course, I knew of your reputation as a general 
service studio, but I had no idea how far you had pen- 
etrated into the illustration and photography field,” 
said Seymour, after making a tour of the studio. 

That we had a top complement of retouchers, letter- 
ing men and a complete mechanical department was 
of great interest to Seymour, but as he later told us, 
the fact that John Mathews had given up illustrating 
to become a representative because he was asked to 
“Come in and represent our illustrators the way you 
would have liked to have been represented” really 
rang the bell. 

Our photo studio was the next topic of discussion. 
The convenience of making all of our own copy prints, 
shooting product'shots, and the tremendous advantage 
that it presented to illustrators were all agreed upon, 
_ but Seymour was even more interested in the saleability 


of Joe Bellanca’s creative photography. Bellanca, who 
joined our organization a short time ago, is unques- 
tionably one of the most eensitive men behind a camera 
today, and the most painstaking in front of one. 
“Summing it up,” said Seymour, “with all of my expe- 
rience as an art director with some of the largest agen- 
cies, my stint as an illustrator for national magazines, 
and remembering that as Thompson Associates I rep- 
resented some of the ‘Greats’ in illustration, it’s now 
my opinion that the need for a completely integrated 
art, photo and service studio has never been greater.” 
Being in complete agreement, and aware of the 
growing trend toward the Complete Studio, Boyan & 
Weatherly has done something about it, and now pro- 
vides illustration, photography, layout and design, 
retouching, and a complete integrated production ser- 
vice, all from one single responsible art service. 


Photography by BELLANCA 
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a complete design and production service 


sales presentations 


charts - slides 


booklets - brochures 


package design 


2 WEST 46th STREET + CIRCLE 6-9169 





letters 


American film posters defended ... 


We feel that “The Case Of The Film 
Poster” by Kim Taylor of Graphis, pub- 
lished in your issue of November 1957, 
is in general an unwarranted attack on 
American motion picture advertising, 
and in particular an unfair prejudicial 
treatment of creators like us, who have 
contributed much in the way of motion 
picture poster and advertising design. 

It would appear from Kim Taylor's 
choice of illustrations and the limited 
reference to American designers, that 
either he has a very circumscribed knowl- 
edge of the field, or that he made no 
very comprehensive survey of the avail- 
able material before leveling the attack. 

Speaking for ourselves (and there are 
many serious.craftsmen in the American 
wing of our profession who should prop- 
erly object to the content and slant of 
the article), we feel confident that the 
many advertising campaigns we have 
created for motion pictures in this coun- 
try uphold the criteria for “intelligence” 
and “coherent design” Mr. Taylor sets 
forth. 


Sam Kaiser, 
Kaiser Sedlow and Temple inc., 
Creative Advertising 


definitely an asset... 


... We at Look magazine find it (Art 
Direction) very informative and defi- 
nitely an asset to our advertising back- 
ground. 


William J. Fultz 











Cover designer 


Herbert Lubalin is Design chairman of 
the Art Directors Club of New York. In 
this capacity he has directed the graphic 
material related to the current show and 
conference and has designed the cover 
of this issue of Art Direction to integrate 
with the show design theme. 

Mr. Lubalin is Vice President and 
Executive Art Director at Sudler & 
Hennessey Inc. and the recipient of 
many awards from ADC, AIGA, TDC 
and DMAA exhibitions. . 
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A Unic.se Creative Service 


Asa gr dual development through the years McNamara Brothers, Inc. has built a layout and design department comparable in size 
to that o° a large advertising agency. 

in the De ‘roit area this is, in a sense, unique. Some art organizations can supply their clients with a limited layout service but we have 
been abe to provide a service which is as broad as creative imagination. 

The men themselves are all top-type people, each selected for his own special capabilities. Consequently, it is an éxtremely versatile 
group— well able to handle any layout or design problem expected of it. 

Many art directors who employ this service solely to obtain sparkling renderings are surprised to learn that most of our work actually 
starts in the creative stage. 

Most agencies who use us in the broadest sense express delight with how quickly we fit into their programs—thereby becoming an 
extension of their own layout and design people. 

Whether you are a large agency with your own staff, a smaller organization with limited facilities or a client without advertising 
agency affiliations—the layout and design department at McNamara Brothers, Inc. is at your service. 
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Mc NAMARA BROTHERS, INC. 
38th Floor Penobscot Building +« Detroit 26, Michigan 
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Largest Supplier of Art to the Transportation Industry 
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new papers, foil, 
typefaces and photo 
material and equipment 
now on the market 


PAPER, FOIL NOTES: Newest in the Beckett 
Sample Packet series is No. 15, contain 
ing 11 samples of jobs printed on 
Beckett Papers. Aside from their value 
as paper samples, they serve as design 
and format idea sources. Beckett Paper 
Co., Hamilton, Ohio . . . No. 10 ina 
series of samples of jobs printed on 
bristols has been issued by Linton Bros, 
& Co., Fitchburg, Mass. Contains six 
samples on different Linton grades..4 
Facil-Fab is a paper-backed rayon-satif 
fabric. Used on a gift wrap for Calvert 
Reserve, it is embellished with metalli¢ 
gold yarn. Samples and data on Facil) 
Fab from Mr. Don Zacune, Facile Corpy 
Paterson 4, New Jersey ... a vacuum 
metalized paper has produced a foil-like 
paper at much less cost than conve 
tional foil. Champion Paper Corp. # 
developing the process for packaging, 
other purposes. The process used is simi) 
lar to that used in metalizing Du Ponts) 
Mylar. A recent research breakthro 
has made it possible to metallize at hi 
speeds and at low costs so that t 
process is now economically feasible f 
low cost items such as paper. Champio: 
hopes to have some of the metali 
paper available for sale this year. F 
samples or further data write Champio 
at Hamilton, Ohio, or NRC Vaculi 
Corp., Cambridge, Mass. . . . meanwhi 
Reynolds Metals Co. has announced aw 
aluminum foil bread wrap competitive) 
in price with a number of convention 
wraps. It is heat-sealable lamination 0 
paper, foil and wax, has been trade 
marked ““Wrapseal” . . . 


TYPE NOTES: Typefaces produced by thé? 
Stempel and Klingspor type foundri 

of West Germany are now available in 
this country from Amsterdam Continen 
tal Types and Graphic Equipment Inc 
Amsterdam Continental now — 
15 European foundries in this country. 
Samples, price lists, etc. from Amster” 
dam Continentai at 248 Fourth Ave., 




















Art Direction / The Magazine of Creative Advertising / April 1958 


PAUL WING STUDIO, Inc. 


480 Lexington Avenue, New York 17 
PLaza 3-9095 


A gency—McCann-Erickson Incorporated 
Client—Liggett § Myers Tobacco Co., Inc. 





527 MADISON AVENUE. NEW YORK 22. N.Y. ELDORADO 5-4295 

















— fcartoons \_ 


Kennedy Associates, Inc. 





141 East 44th Street, New York, N. Y., MUrray Hill 7-1320, 7-1321 
A Complete Service in Cartoons and Humor For Advertising 


John Jj. Kennedy 


Henry J. Schilling 


Following is a partial list of cartoonists available through us: 


Adams, Frank 
Addams, Charles 
Ajay, A. 

Barlow, Perry 
Basser, Gene 
Berry, Mike 
Boltinoff, Henry 
Booth, George 
Bri,G 


Brown, Susan 
Brown, Wm. F. 
Caplan, Irwin 
Cavalli, Dick 


Gibson, Mary 
Goldberg, Herb 
Goldberg, Rube 
Goldstein, Walter 
Helle, Ray 

Hoff, Syd 
Hollreiser, Lenny 
Holman, Bill 
Hunt, Stan 


Interlandi, Phil 


Partch, Virgil 
Pascal, Dave 
Price, Garrett 
Price, George 
Rea, Gardner 
Reynolds, Larry 
Richter, Mischa 
Ridgeway, Frank 
Schulz ( Peanuts ) 


Selz, Irma 
Shirvanian, V. 
Smits, Ton 
Soglow, Orto 
Steig, Wm. 
Stein, Ral 














WERE 
ARTIS 
FOR i) 
ANIKYAY 


Call us we have a fine talent for fitting 


the right man to the right job. We're a 


professional agency that screens professionally 


for the artist and the art director 
JIMMY PERLOWIN, ART DIVISION 
CENTRAL REGISTRY PLACEMENT AGENCY 


36 West 44th Street, N. Y.C 


MU 7-8550 
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@ so ‘he useful ampersand! As you know the symbol is a contraction of e and ¢; the 
word itself—ampersand—a contraction of and per se and (Latin: e¢ per se et). Well, 
Linocraft has no Gs, ifs or buts when its experts have readied your copy for setting. 
Every word, every direction, every note is done precisely to your specifications, set 
) exact/y to conform with the best in layout and typography. @& so let us prove it with 
proof: .. . whether you do the typecasting, or let us use our judgment, we’ll return 
you proofs that are a delight to ad man & comptroller alike! @ that’s a promise. 








LINOCRAFT / typographers, 333 west 52 street, new york 19 
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ORDER YOUR COPY! 


Seattle shows. Available at your art ¢ 
supply dealer or direct from... 

. + 
580 Market St. « San Francisco 4 


ANNUAL 
PORTFOLIO 





WHERE TO BUY IT... 


ARIZONA: Phoenix: Fred Elquest & Son Paint 
Co.; Tucson: Posner Paint Store. 
CALIFORNIA: Burbank: Pomeroy Art 
Supplies; Fresno: Art Johnson; Hollywood: 
Michaels Artist and Engraving Supplies; 
Pomeroy Art Supplies; Universal News 
Agency; Long h: Magazine Center; 

Los : California Artists Materials; 

H. G. Daniels Co.; Duncan Vail Co.; 

M. Flax; Franklyn Artists Materials; Leslie's 
Art Supplies; Marty's Artists Supplies; 
Oakland: Flax Co.; Palo Alte: The Skylight; 
University Art and Office Supply; San Diego: 
Engineer's Supply Co.; San Francisco: Flax's 
COLORADO: Denver: H. R. Meininger Co.; 
Spivak Art Supply Co. 

FLORIDA: Miami: Associated Artists. 
GEORGIA: Atlanta: Miller's Book & Office 
Supply ’ 

ILLINOIS: Chicago: Brudno Art Supply: 
David Cramer; Kroch’s & Bretano’s Inc.; 
Main Street Book Store 

KENTUCKY: Louisville: Electric Blue Print & 
Supply. 

LOUISIANA: New Orleans: Dixie Art 
Supplies; Farish Art Store, Inc.; Norton's 
Art Supplies. 

—— : Detroit: Paul L. Nothstein; 

St. Joseph: "Lakeshore Drafting Supplies, Inc 
MINNESOTA: Minneapolis: Artsign Materials 
Co.; Perine Book Company. 

MISSOURI: Clayton: Art-Mart, Inc.; Kansas 
City: Rex Clawson & Co.; St. Louis: Bader’ s; 
Scruggs-Vandervoort- Barney. 

OHIO: Cleveland: 8B. K. Elliott Co.; The 
Morse Graphic Art Supply Co.; Ohio Art 





112 pages reproducing 315 pieces from the 
Los Angeles, San Francisco, Portland and 


Western Advertisin 


Materials; Publix Book Mart; Cincinnati: 

Pounsford Stationery Co.; Dayton: Ken 

McCallister Co. 

OKLAHOMA: Oklahoma City: A. & E. 

Equipment Co.; Uptown Art Galleries 

OREGON: Portland: J. K. Gill. 

on JERSEY: Newark: Troy Art Supplies. 

YORK: Brooklyn: S. Steinh & Sons; 

Battal: Buffalo Graphic Arts Supply Co.; 

New York City: Artists’ Supply Co.; Meir 

add Arthur Brown & Bro.; Crane-Gallo 

Artist Supplies; E.H. & A.C. Friedrichs Co.; 

Konrad Halle; Reinhold Hintze; Museum 

Books, Inc.; Yonkers: Cross Country Art 

Center. 

PENNSYLVANIA: Nya Central Art 

Supply Co.; Joseph Fox — Zinni Artists 

Materials; Pittsburgh: B. K. Elliott Co.; 

A. & B. Smith. 

TEXAS: Dallas: Ase! Art Supply; The Rush 

Co.; Houston: Johnston Artists Materials; 

San Antonio: John Herweck, Inc 

VIRGINIA: Norfolk: Henry Eagleton Co. 

WASHINGTON: Spokane: Spokane Art Supply. 

WASHINGTON, D. C.: Franz Bader Inc. 

WISCONSIN: Milwaukee: Palette Shop. 

BELGIUM: Brussels: Editions de Paris. 
MARK: hagen: Arnold Busck, 

International Booksellers. 

CANADA: Toronto: R. J. Taber. 

INDIA: Bombay: Books India. 

ITALY: Milan: Liberia Artistics Industrials. 

JAPAN: Tokyo: The Tokodo Shoten, Ltd.; 

Osaka: Oya Shoten, Ltd. 

NEW ZEALAND: Wellington: Technica! Books, 

Ltd.; Auckland: Technical Books, Ltd. 








AME 


Enclosed is my check for $ 
of the 1958 Portfolio of Western Advertising Art @ $2.00 each. 


WESTERN ADVERTISING 
580 MARKET STREET, SAN FRANCISCO 4 


. Please send me____copies 
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(continued) 


New York 10, N. Y. . . . Booklet with 
showings of Normande, Tradition and 
Regina typefaces, made by Berthold 
Type Foundry, now being distributed by 
Amsterdam Continental . . . new Inter. 
type specimen sheets illustrate 9 and 
10 pt. Regal No. | with Futura Bold 
No. 2, 9 Imperial with Futura Bold 
No. 2. eee: 360 Furman St., Brook- 
lyn, N. Y. . . . “Handy Type Index and 
Price List” in new edition now being 
distributed by American Type Founders, 
200 Elmora Ave., Elizabeth, N. J. Shows 
one-line samples of all current ATF 
faces. 


KODAK PANALURE: This new panchromatic 
paper makes possible top-quality en- 
largements from Kodacolor, Ektacolor 
negatives. The b/w prints, positive color 
prints, dye transfers and transparencies 
required on a job can now all be made 
from the one original color negative. 
Available as of February 1, Kodak 
Panalure Paper E comes in six regular 
sizes from 5x7 to 20x24. Its use assures 
b/w prints from the color negatives with 
proper tone relationships and eliminates 
need for special lights or filters. The 
processor may exercise considerable tone 
control in making the Panalure prints. 
The good red sensitivity of Panalure 
enlarging paper helps produce more 
faithful prints. 


NEW STATMASTER MODEL: 1958 models fea- 
ture expanding and contracting cold 
light units. Attached to the copy board, 
these units fan in and out automatically 
as the board is raised or lowered, to pro- 
vide constant, uniform exposure. 
Copy board also has a built-in 11xl4 
cold cathode light box (similar to a cold 
light enlarger head) for enlarging or re- 
ducing from b/w film or color trans- 
parencies. Enlargements or reductions 
up to 350% are possible instantly and 
at perfect focus. An 11x14 tilt table 
facilitates making of angle shots from 
objects or flat copy, reproportioning, 
italicizing, and curving of type or letter- 
ing. Illustrated catalog from Statmaster 
Corp., 19 W. 44th St., New York 36, N. Y. 


RIGHT-READING PHOTOCOPIES: Prismatic 
head for the Kenro “Vertical 18” Cam- 
era makes right reading copies possible 
in one shot. Four-time enlargement or 
Y% reduction is possible. Camera is used 
in offices, duplicating departments, and 
in graphic arts firms. Kenro Graphic 
Inc., 23 Commerce St., Chatham, New 
Jersey. e 
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Photography and Type C print: 
TONI FICALORA 


for Beechnut Packing Company 
Agency: Kenyon & Eckhart 


Everyone knows 


Type C Prints reproduce magnificently. 
But remember, too, that the negatives 
from which they are made are the sources 
of everything photographic—color 
transparencies, color prints, and black- 
and-whites by the yard, foot, or inch. 

A color negative in the art file is 


money in the illustration bank. 














EASTMAN KODAK COMPANY « ROCHESTER 4, NEW YORK 








UPCOMING 
ARTIST 


Lionel Kalish 

Studied at Cooper Union, worked as promotion art 
director and art directed in various agencies 
around New York. Since turning to free-lance 
has worked for: NBC Television and promotion, 
Children’s Record Guild, Fairchild Publications 
Promotion, KLM Airlines, Helena Rubinstein 
Promotion, Purdue Frederick Pharmaceutical 
Co., Pfizer’s Spectrum, Grey Advertising and 
many others in a wide variety of media from ads 
to direct mail, etc. Three award winning pieces 
can be seen in current AIGA show. Specializes in 
promotion design and illustration. Represented 
by wife, Muriel Kalish. * 
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symbol— 
private or 
public? 


by Dr. Irving Taylor, Ph.D. 


There is more agreement at present 
about the importance of symbolic com- 
munication than there is about the na- 
ture of the different symbolic forms. 
Selecting an appropriate symbol to ex- 
press a particular idea is extremely im- 
portant but equally difficult largely be- 
cause there is little reliable research 
knowledge that can be used. Funda- 
mental questions remain unanswered as 
to the nature of various symbols, the 
degree of their communicative precision 
and suitability for different situations 
and audiences, and a method for deter- 
mining the success of a chosen symbol. 
Symbols have been classified in many 
ways. Some distinctions are for practical 
purposes, as between technical symbols, 
such as those used in typography, and 
non-technical ones readily recognized by 
the general public. Others have heuristic 
value, as the distinction between the 
icon, the concrete symbol, and the ab- 
stract symbol which bears no visual 
relation to what it signifies. Some in- 
»vestigators have recently become inter- 
ested in verbal and non-verbal forms of 
symbolizing. Verbal symbols, of course, 
comprise the various temporal languages 
of which the basic units are words that 
can be juxtaposed in accordance with 
formal rules. Non-verbal symbols are 
spatial in nature lacking independent 
units and have few if any rules of syn- 
stax. Probably the most important classi- 
fication, the one with which designers 
are most frequently concerned, is the 
public-private dichotomy. 
This latter distinction is quite mis- 
pleading. Public symbols, such as an 
alrow, cross, or dollar sign, are regarded 
properly as being imbued with socially 


doodles and free abstractions, on the 
other hand, are believed to be personal 
expressions and therefore possessing 
little if any commonality of meaning. 

Research, however, shows that private 
symbols may possess high implicit agree- 
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agreed-upon meanings. Private symbols, : 
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may be avoided by the use of the proper 
paper. Especially if you hatch your creations 
on a drawing board. Water color or ink, pas- 
tel or pencil—regardless of technique—the fin- 
est drawing papers and boards you can useare 
Whatman...durable surfaces of the right tex- 
tures that will withstand erasure and abuse, 
yet retain perfect receptivity. Whatman 
products allow you the kind of total free- 
dom you can get only with its superb quality. 


JJ. WY hatman 





reeve angel 

H. Reeve Angel & Co., Inc. 
52 Duane Street, 

New York 7, N. Y. 





Write today for your complete price list. 
Whatman products are available at your favorite art materials dealer. 
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35mm Lantern or 
Vugraph slides 
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ADMASTER has the ‘know-how’ and 
facilities to handle all your slide prepara- 
tion work quickly, accurately, dependably. 
In color or black and white...one-of-a-kind 
or large runs... Admaster is the top resource 
of art directors and production men. An 
Admaster technical representative will 
gladly advise you on preparation of art. 


ASK FOR FREE BOOKLET 

containing price lists, ideas and 
how-to-do-it information on the 
more than 200 photostatic, pho- 
tographic and slide services 
available at Admaster. 
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1168 6th Ave., N. Y. © JUdson 2-1396 








* 
Craftint “KLEEN-STIK" 


.. THE QUALITY RUBBER CEMENT 


“Kleen-Stik” is the constant choice of 
professionals for perfection and ease in 
mounting and pasting! It’s Clean... It’s 
Clear...and it sticks! Perfect for office, 
studio, school or home use! Can be removed 
from any surface when desired! 


It lays right and sticks tight! 


e 
THE.Craftint MANUFACTURING CO. 
NEW YORK e on ae a ee oe en er mene) 
Main Office: 1615 Collamer Ave., Cleveland 10, O. 




















absence of a highly personalized top talent source keyed 


AY ” ' exclusively to solving major illustration problems. The heart of the IDEA 
E which follows is aimed directly at solving this problem. 
of Four of Detroit’s finest proven illustrators— Elaine Massnick, David Lindsay, James Jackson and 
or Chuck Wysocki have placed in the experienced hands of Detroit’s one and only 
- exclusive illustrators’ representative a bold challenge to prove to the advertising world that 
, ' this TALENT means BUSINESS. 
This is not a studio. On the contrary, here is no more than an unmatched combination of a 
d remarkably versatile group of Detroit’s most capable independent illustrators. In 


7 addition to help solve photographic illustration problems, New York’s Albert 
; Gommi has been selected for representation in the Detroit and Chicago areas. 


| 
e This talent is proudly represented by Harry L. Fairchild who 
intends to make the contact between illustrator 
and art director just as personal as the art 
director may wish. He further promises to use 
wisely his twenty years of advertising 
agency, photographic and studio 

experience in seeking this challenge— 
| ‘ JUDGE EACH OF US 
BY HIS NEXT JOB. 























HARRY L. FAIRCHILD «+ 2312 BOOK BUILDING «+ DETROIT 26, MICHIGAN * PHONE: WOODWARD 3-6775 








Despite the availability of many fine service studios, 
2 Detroit art directors have increasingly sensed the serious >... 
a 


J 








one 
@ 


¥ 
a 
Oxtx 


“a 
ase 


te 


GRant 1-3639 Pittsburgh 
MAyflower 1-7600 Pittsburgh 
CHerry 1-5037 Cleveland 












aimed design 





(continued) 


ment among individuals. Results from 
some of the investigations of the writer 
revealed that abstract free-hand lines can 
communicate with unexpected precision. 
For example, eighty to eighty-five per- 
cent of various groups can represent and 
identify “love” as a curved line of vary- 
ing waves, and “hate” as a zigzag line 
varying in number of zigs and zags. 
Also, over seventy-five percent of an- 
other group identified “male” as a top- 
heavy single configuration of three 
straight lines, and “female” as a bottom- 
heavy curved double configuration. 
Finally, objects representing various 
concepts and emotions constructed from 
consensual agreement as to shape, color, 
texture, and three-dimensional qualities 
had a higher communication index than 
is found for verbal definitions of these 
same concepts and emotions. The inter- 
esting observation is that these “private” 
symbols, of which doodles and abstract 
designs are composed, are considered 
lacking in public meaning. 

It is possible therefore to communi- 
cate quite effectively with free abstract 
forms, but only if their general mean- 
ings are understood. Until these mean- 
ings are identified for various situations, 
the basis for effective and precise com- 
munication in these forms is obscure. 
Because the appropriate manipulation 
of these symbols is less a matter of de- 
signing ability than of research, and 
because proficient designers may not per- 
ceive abstract symbols as the general 
public does, abstract designing is still in 
its “illiterate” stage. Until the general 
public can be predictably reached with 
dynamic plastic forms, elevation of mass 
taste is also unlikely. 

Symbols are the units of cultural trans- 
mission and therefore are as important 
socially, as genes, the hereditary trans- 
mittors, are biologically. The funda- 
mental problems involved in under- 
standing the nature of symbols have be- 
come the chief concern of most sciences 
and arts today. It is likely that future 
historians will regard us less as the 
atomic or pill age than as the age of 
symbols, when the power of symbols 
was discovered. + 
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Quick, convenient reference piece that eliminates all guesswork over the use of gray 
tones. it's a handy folder for your own board... and invaluable to your young artists, 
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printing and reverses in each tone. Use the coupon below to get your FREE copy. 
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Through expressive treatment of line, Larry Klein’s 
humorous realism reveals the amusing in people and 


objects — and so cleverly, that despite detailed de- bd 
Since 1880 


lineation not even one line is superfluous. Notice, too, 
his subtlety in creating textural effect by emphasizing 
variety in diverse pictorial elements. 


His use of pen effects ranging from delicacy to force- 
ful impact, requires an ink responsive in every way. 
“Higgins Ink is best,” says Larry Klein, “It’s the only 
ink that handles well and keeps for long periods.” 
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“Black Art” is jet black without pressure ... Works without 
breaking ... Does not smudge... Erases clean . . . Velvet 
smooth to produce the widest range of tones to blackest 
black . . . For vivid visuals and sparkling reversals try 
BLACK ART. 
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Van Scozza Visual Pad 


The finest 100% rag visual obtainable ...A medium tex- 
tured, pure white and transparent visual ... Excellent for 
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19 X 24” 5.50 EACH 66.00 PER DOZ. 
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192 page catalog ...a complete and 
up-to-date reference on art supplies and drafting 
materials. A written request on your business 
letterhead will assure prompt delivery .. . FREE! 
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CPA Sidney Rand has 
a fresh viewpoint on 
the unincorporated 
business tax—and how } 
artists might fight it 


OH! THAT 
TAX AGAIN... | 


The Editors 

Art Direction 

43 East 49 Street 
New York 17, N. Y. 
Gentlemen: 


My artist clients have shown me your 
editorials from time to time on the New 
York State unincorporated tax. It has 
occurred to me as it must have to other 
professional tax advisers that this tax is 
basically inequitable. Details of this 
inequity are developed below. From this 
vantage point, your desire to obtain 
professional exemption for artists to, 
minimize the impact of this tax is no 
longer the compelling motive. Remove 
the inequity in the tax and my artist 
clients and your readers will have 
achieved tax relief without pressing for 
an official professional registration of 
artists. 

As a client’s income rises, the pro 
fessional adviser thinks in terms of in-} 
corporating his client’s business for the 
one purpose of tax minimization —as- 
suming all other considerations being 
equal. Whatever may be the effect of 
this step from the point of view of Fed- 
eral taxes, the client actually saves tax 
money in respect to New York State, 
taxes. The tabulation below compares 
the tax burden at certain income levels. 
It is assumed in this discussion that the 
client’s entire profit from his business 
as an individual becomes his entire sal- 
ary as a corporate officer when his busi- 
ness is incorporated. The comparison, 
follows: 


Unincor- State 
Income porated Corporation 
Level Tax Tax 
$10,000 $120 $25.00 min. 
15,000 280 25.00 min. 
20,000 440 82.50 


It appears from the above summary 
that the expense of incorporating i 
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. be You can depend on Beck for outstanding printing and engraving. Leading 
a advertisers, publishers and advertising agencies throughout 
~~ the country have dealt with Beck with complete confidence for over half a century. 
iness The reputation they have helped us to build is one to be proudly 

busi- treasured, and jealously guarded. You, too, can benefit from Beck’s years of experience 
a and recognized skill. Yet you pay no premium for these plus factors. 

e For COMPLETE printing and engraving satisfaction, regardless of the size of your 
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THE BECK ENGRAVING COMPANY, INC. 
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recovered in the first year’s tax saving. 
From the attached computation sheet, 
it will be seen that the amount of the 
state corporation tax of $82.50 at the 
$20,000 income level was not computed 
in the usual manner because the State 
Tax Commission has the right to com- 
pute that tax on several bases so as to 
produce the higher tax. In this case, it 


is computed on the corporate net in- ‘ 


come plus officer’s salary. Practically that 
means that the taxing basis is the same 
as that of the unincorporated tax, but 
the actual franchise tax (corporation 
tax) always results in a lower tax at all 
income levels! This is the inequity of 
the two taxes! An artist earning up to 
$20,000 a year is not a grand business 
operator requiring the special protective 
devices of the corporation to earn a live- 
lihood! And tax minimization is part of 
that effort. The same income leyel 
should be taxed at the same rate regard- 
less of the form of business organization, 

Recently, I have written Governor 
Harriman on this matter. He replied 
through the State Tax Commission that 
my “argument has considerable validity” 
but that I would have to take up the 
matter with a State Assemblyman and a 
Senator. Consequently, I have turned 
this correspondence to Hon. Daniel M. 
Kelly, Assemblyman from Manhattan's 
Seventh District. He was favorably im- 
pressed and promised to plan some 
legislation to correct this inequitable 
tax on the small businessman. A copy of 
my correspondence with Governor Harti- 
man is enclosed. 

In summary, this approach to the 
unincorporated tax problem removes 
its onerous impact while leaving the 
question of professional exemption un 
touched. 

I am sure both you and your readers” 
will want to approach your local State 
Assemblyman and Senator to press for 
remedial legislation to amend Article 
16-A of the Tax Law. 

Very truly yours, 
SmwnEY H. Ranp 


Tax COMPUTATIONS 
UNINCORPORATED Business TAx 
Profit Before Compensation 

to Owner .. 
Less Owner’s Statutory Salary 

Allowance 20%x20,000 or 

$5,000 whichever is the lesser 4,000 














16,000 
Unincorporated Exemption... 5,000 
Taxable Balance..........:::.......:.. T1,000 
PN ie onc sn cctdossovece _§ 440 
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Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
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FRANCHISE Tax (Alternate computatig 
where Officer's salary is material 
amount) 


Net Income Per Tax Return $§—0— 

Add Back Officer’s Salary (pre- 
viously deducted from net 
income) 


Statutory Allowance (*) 


Statutory Amount Subject to 
Tax at Statutory Percent— 


Tax at 5Y%2% 
*Prior to 1947, this allowance was $5,000, : 


Comments 

A. The unincorporated tax is payable 
in its entirety on April 15th. 

B. The franchise tax is due May 15th 
and payable in two installments. 


January 7, 1958 
Hon. Averill Harriman 
Governor of the State of New York 
Executive Mansion 
Albany, N. Y. 


Your Excellency: 

In my capacity as a certified publi¢) 
accountant servicing many busine 
clients earning less than $20,000 a ye 
1 find that the State tax laws put @ 
unincorporated taxpayer at a disadvall 
tage as compared with the corporate 
taxpayer. At the income level mentioné 
above, one well can ask what can po 
sibly be the tax differential between #7 
sole proprietor and the sole corporaté 
stockholder—officer type of business? 

By reference to the attached state 
ment, it is observed that the uninca 
porated organization pays $440 as th 
unincorporated tax for the year; while 
the corporation pays $82.50 as the com ¥ 
porate franchise tax for the year—a tax 


saving of $357.50 for doing business as Je 


a corporation. Yet in either case, it was 
assumed that both organizations earned 
$20,000 before any compensat-on 
paid to the sole proprietor or to the? 
corporate officer; furthermore it was] 
assumed that the entire earnings of] 
$20,000 was paid as compensation to the) 
sole proprietor and as salary to the corm 
porate officer. In one case, earnings 4 
$20,000 results in a tax of $440 and i 
the other in a tax of $82.50—dependi 
on the form of business organization! 
Furthermore, it must be observed 
am speaking of a small service organiz 
tion; it does not require credit; it doe 
not require inventories; it may employ 
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Lens on Youth 


Hs. it seems to us, is an idea through 
which adult camera enthusiasts—and in 

this city they run into the thousands— 
can help our young people and have a great deal 
of fun doing so. 


For the last 10 years Victor Keppler, well- 
known photographer, and a small number of 
volunteers have. operated camera club groups 
at centers of the Police Athletic League, better 
known as PAL. Men and women who know pho- 
tography are needed to expand this program. 


If you can spare one evening a week, if you 
want to help youngsters, if you are a camera 
fan, we recommend you get in touch with Mr. 
Le fo - E. 35th st., New York 16 (MUrray 
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ADD YOUR INDIVIDUALITY! 


FLEXICHROME OFFERS 
YOU THE OPPORTUNITY 
TO COORDINATE YOUR 
OWN IDEAS WITH OUR 
SKILL AND LONG 
EXPERIENCE TO PRODUCE 
THE DESIRED RESULT 

OF COLOR PHOTOGRAPHY 











FLEXICHROME e COLOR PHOTOGRAPHY 
WECO STUDIO 0 14 EAST 39th ST.e MU 5-1864 
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A Complete Color Service 


_ NORMAN KURSHAN, INC. 
Color Service 


8 West 56th Street 
New York 19, N. Y. 




















(continued) 


two or three persons or none; its records 
are well kept—why incorporate? 

Sir, with due deference to the State's 
fiscal requirements, it appears that the 
same income level should be taxed at the 
same rate regardless of the form of busi- 
ness organization! 

Respectfully yours, 
Swney H. Ranp 


Individual proprietorship 
Net income before owner's 


TON NES . $20,000 
Less owner’s salary.................. 20,000 
et SNOB... 05... .ci ss NONE 


Unincorporated business 
tax at 4% less statutory 
allowances .................... $ 440 


Corporate Stockholder—Officer 


Net income before officer’s 


SED Soicci ennai, $20,000 
Less officer’s salary.................... 20,000 
ING SOUING it NONE 


New York State Franchise 
tax at 542% computed 
by the maximum for- 
mula disaliowing off- 
cers ‘salaty................. $ 82.50 


Tax advantage to the Cor- 
Eee we J $ 357.50 


January 15, 1958 
Mr. Sidney H. Rand, 
Certified Public Accountant, 
550 Fifth Avenue, 
New York, N. Y. 
Lear Mr. Rand: 

Your letter of January 7, 1958 to 
Governor Harriman has been referred 
to me for reply. 

I think you have presented a very 
interesting case and where the salary of 
the proprietor is the item to be taxed 


your argument has considerable validity. | 


Of course, you would be the first to 
realize that as respects other salaries and 
expenses the 54%% New York State 
franchise tax would be larger than the 
4% tax on unincorporated businesses. 

I doubt that the unincorporated busi- 
ness owners would be generally inter- 
ested in having the same rate as the cor- 
porate franchise tax as a general propo 
sition. If you are interested in pursu.ng 
the matter, however, I suggest that you 
write to your representatives in the 
Assembly and the Senate making your 
proposal for the change in Article 16-A. 

Very truly yours, 
Donavp M. GREENE, 
Deputy Commissioner. @ 
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Washington club Robert L. 
hears report on Brussels Butenhoff, 

of the Na- 
tional Science Foundation, in charge of 
American participation in ‘the Brussels 
World Fair which is to be held from 
April to September, reported and showed 
slides on preparations for the fair, at 
recent meeting of the Art Directors Club 
of Metropolitan Washington. He had 
pictures of foreign buildings which were 
being erected in Brussels, and slides of 
various international architectural and 
exhibition efforts. Butenhoff told the 
ADs: The United States will have a 
large photo exhibit of the American 
scene and a huge exhibit around Ameri- 
can art. There will be an international 
art show, a contemporary art exhibit 
and a show which traces the history of 
art from ancient to modern times. The 
United States will have many scientific 
exhibits and a very interesting one on 
the nature of color. Fifty-two or 53 na- 
tions will be represented at the Fair 
which will be held on 500 acres adjacent 
to the city of Brussels. The United 
States is spending $11 million to Russia's 
$60 million. The American exhibit is 
directly across the street from Russia’s. 
Most of the theatre space in Brussels has 
been bought up by Russia. 


D ayer Di RECTION 


NY to research research 


A full-scale study of research data is 
being undertaken by a special commit- 
tee of the New York Art Directors Club. 
First step of the committee is to compile 
a usable index of source material. A 
tremendous amount of invaluable data 
lies with readership and MR research 
specialists, in the research departments 
of magazines, newspapers, agencies. Much 
of this data is of great value to adver- 
tising and marketing strategists yet lies 
unused because its existence and avail- 
ability are unknown generally. As a first 
step to help ‘advertising management 
and art directors, the committee will 
develop an index of this material with 
data on where and how each item listed 
can be obtained. As this information is 
developed it will be reported in Art 
Direction magazine. Chairman of the 
committee is Hoyt Howard. 





Dallas-Ft. Worth John E. Carter, 
plans first show president of the 

Dallas-Ft. Worth 
AD club, right, and Ed Bearden, left, 
chairman of the exhibit committee, dis- 
cuss plans for the Texas club’s First 
Annual Exhibition and Awards Com- 
petition to be held April 16 to 26. Gold 
and silver medals as best of show and 
best of classification respectively and cer- 





tificates of merit will be awarded at a 
presentation dinner to be held in the 
Dallas Morning News Building. Jurors 
are Roy Tillotson, past president of 
NSAD, Robert Cassell, president of Cas- 
sell & Paul, Inc., of St. Louis, and E. M. 
Schiwetz, vice president of McCann- 
Erickson in Houston. 

Plans are being made for the exhibit 
to tour universities and art institutions 
in surrounding areas. 





Bostonians discuss From left, Leon J. 
poster design Pistone, president, 

Art Directors Club 
of Boston; Mary Dowd, Miss Art Direc- 
tress of 1958; Joseph J. Campanaro, vice 
president and national AD for Outdoor 
Advertising Inc.; Jacques DunLany, di- 
rector of creative activities, John Don- 
nelly & Sons. Campanaro was recent 
guest speaker on subject of outdoor art. 
He described new trends in poster de- 
sign, emphasized that outdoor art today 
is loaded with story value. 


Montreal's exhibition 
included in Toronto annual 


For the first time this year’s Montreal 
AD exhibition will be fully included as 
equal partner in the annual which has 
been published until now only by 
Toronto. Montreal club credits Colin 
McMichael for the joint undertaking. 





Carl Dair, typographical expert and 
calligrapher, former member of the Mon- 
treal club, was recent guest speaker at 
a combined meeting of the Montreal AD 
club and Redpath Library. A short film 
made by Dair last year in Europe was 
also shown. 

Club’s membership was lessened by 
one—AS Jaques LaFlaguais who resigned 
to return to France—and added to by 
one—Mervin Yellin, AD at A. F. Stan- 
field Co., who has been readmitted after 
a long absence due to travel. 


Philadelphia club 
organizes “events” committee 


A Special Events Committee to plan ac- 
tivities that would give AD club mem- 
bers opportunity to participate in special 
tours, field trips, seminars, current ex- 
hibitions and cther events in graphic 
arts has been organized by the Philadel- 
phia Art Directors club. W. F. Meyer, Jr. 
of Container Corporation of America’s 
design laboratory in Manayunk, is chair- 
man. 

First project of the group was a tour 
of WCAU-TV studios. More than 60 
ADS saw live color tv production, were 
given explanations and views of mechan- 
ics of the medium, technical and esthetic 
problems in actual telecasting and set 
design, lighting, special effects, camera 
set-ups, sound effects, etc. Variations be- 
tween color and b/w tv and problems 
peculiar to each were explained. The 
group also toured the set design studio, 
experimental telecasting studio, film 
and recording libraries, advertising de- 
sign department, master control room, 
and the AM and FM broadcasting facili- 
ties. 


Contemporary Canada 
—Toronto’s 9th annual 


The Art Directors Club of Toronto’s 
9th Annual of Advertising & Editorial 
Art, distributed by Universe Books at 
$7.50 in the United States, published by 
Burns & MacEachern and printed in 
Canada, has 117 pages, plus advertisers’ 
section, full of fresh art, examples of the 
best work extant in Canada today. The 
advertisers’ section holds exciting inter- 
est too, with unique ideas, bold color 
designs. Editorial section is in 2-color, 
brown and black, with sharply defined 
layouts. Desmond English was book 
designer and director of publication. 
Book certainly makes point Toronto's 
1957 president Leslie Trevor did in his 
introduction: “better art is better adver- 
tising.” Comments by judges — artist 
Charles F. Comfort, designer and illus- 
trator Joseph Low, and Sydney H. Wat- 
son, principal of the Ontario College of 


Art—underline the show's given impres- 
sion of “creativity as a force” (Comfort); 
“a dash of refreshing new work and a 
large body of work characterized by ex- 
cellent craftsmanship and sensitive taste: 
an awareness both of past values and of 
new ideas” (Low); “natural and overall 
youthfulness in expression with no obvi- 
ous inhibitions about honest experimen- 
tation with or exploitation of whatever 
media lay at hand” (Watson). General 
index of ADs, advertisers, agencies, pub- 
lishers, artists. 


1957 Visual Conference 
in booklet form, $1 


New York Art Directors Club reports 
there are still some booklets left on the 
1957 Visual Communications Confer- 
ence. These are now offered at $1. The 
1957 conference talks are incorporated 
into an 8'Y%xl1l booklet. Contact Miss 
Win Karn, New York Art Directors Club, 
115 E. 40 St., New York 16. 





Omaha becomes J. K. Billings is 
NSAD’s 30th club president of the 

Omaha, Neb. Ar- 
tists and Art Directors Club, which 
officially became, as of Feb. 17, the 30th 
club in the National Society of Art Di- 
rectors. Officers also include Hans Niel- 
sen, first vice president; Lester Hays, 
second vice president; Don C. Ellis, 
third vice president; Joe Peer, secretary; 
Ervin J. Prucha, treasurer; Milton Wol- 
sky, director; Joe Morin, director; John 
Andrews, public relations. The club will 
hold its second annual Advertising Art 
Show through May at the Joslyn Art 
Museum. Rod Morris is committee 
chairman. Recent meetings of the club 
have featured guest speaker Lyman 
Simpson, Chicago illustrator, who spoke 
on food illustration for posters, and a 


showing of a Ford Co. film, The Stylist, 

The Omaha club reports art directors 
are experiencing “spirited activity” in 
larger advertising budgets and new busi- 
ness. Agriculture is the business indi- 
cator in the area and business is holding 
its own. Construction is on an upward 
trend with many new manufacturing 
plants locating in the area. 





Picasso’s world Very personal look— 


, —@ Duncan look via photographs and 


text—at Pablo Picas- 
so, by photographer-author David Dou- 
glas Duncan. Duncan spent months in 
Picasso’s home, recording in words and 
pictures the working habits of the artist, 
his philosophy, his mode of life. Fas- 
cinating result is wealth of photographs 
of Picasso at work, samples of his work 
from inception to finish, Picasso and his 
family and friends in various activities. 
Ridge Press prepared and produced the 
book for Harper and Bros., who pub- 
lished the book in a hard cover $4.95 
edition, and Pocket Books, Inc., dis- 
tributing a $1.50 softcover edition—the 
first printing is 100,000 copies. AD 
Albert Squillace, editor Jerry Mason, 
publisher of The Family of Man, and 
Duncan designed and edited the book. 
Ruth Birnkrant was editorial coordina- 
tor. Elizabeth Huling, copy writer. 
Allied Graphic Arts, Inc. did produc- 
tion. R. R. Donnelley & Sons printed. 
The softcover book’s color cover ap- 
pears herewith, has type in blue, purple, 
yellow, and orange over photograph of 
Picasso in clown disguise. Book has blue 
pages for text, b/w pages of photographs, 
latter appearing as sections separating 
text chapters. Layouts take full advan- 
tage of Duncan’s picture stories—a series 
of shots of Picasso on a project, step by 
step; the telling scenes of his home and 
surroundings; close-up studies of the 








arti:t 
spre ac 
lines : 
of bo 


Phila 


The 2 
Direct 
viewe 
and 1 
next | 
issue 
dinne 
Gu 
Georg 
the C 





Chice 


of Ch 
from 

Strakz 
ber L 
presid 
& Be 
Tathz 
son 0 
dent 

Frank 
memt 
and | 
& Bre 


Leste 
Phot 
main 
Place 
Feb. 

attacl 
still | 
devot 
conce 
expel 
Worl 
secret 
has b 
annu 


Art Dir 





ylist. 
ctors 
” in 
busi- 
indi- 
ding 
vard 
ring 














arti:t in thoughtful, penetrating (double 
spread of his eyes) and gay moods. Cut- 
lines appear in index of sections, front 
of book. 


Philadelphia’s 23rd 


The 23rd Annual Exhibition of the Art 
Directors Club of Philadelphia, pre- 
viewed at Commercial Museum Feb. 21, 
and which opened to the public the 
next day, will be featured in the May 
issue of Art Direction. The Awards 
dinner-dance was held Feb. 22. 

Guest speaker of the club Feb. 14 was 
Georg Olden, director of graphic art for 
the CBS Television Network. 





New officers of the 
Art Directors Club 
of Chicago in group portrait are, seated, 
from left, second vice president Dean 
Straka of N. W. Ayer & Son; board mem- 
ber Lee King of Edward H. Weiss & Co.; 
president Orville Sheldon of Foote, Cone 
& Belding; treasurer Robert Dunn of 
Tatham-Laird; secretary Robert Patter- 
son of McCann-Erickson; first vice presi- 
dent Leonard Rubenstein of Clinton E. 
Frank. Standing center back: board 
members Lee Stanley of Leo Burnett Co. 
and Robert Skinder of Needham, Louis 
& Brorby. 


Chicago heads 


Lester Kahn 

Photographer Lester Kahn, 64, who had 
maintained his studio at 5 Tudor City 
Place, New York, for over 25 years, died 
Feb. 21, a week after suffering a heart 
attack. For years known as a leading 
still life photographer, recently he had 
devoted himself to scientific research, 
concentrating on X-ray reproduction and 
experimental color photography. During 
World War II he had worked on top 
secret photography for Sperry. His work 
has been included in leading shows and 
annuals. 





Whimsical believability Charming 
photogra- 
phy idea, appealing kids in a balloon- 
borne basket which bears enlarged prod- 
uct further identified by fruits rope- 
attached to basket. Headline in photo- 
graph is played down, sizewise, in keep- 
ing with gentled sell, which explodes 
into hard sell—or hard identification— 
in 2-color head above type blocks. The 
large 2-color head has trade name in red, 
product in black, to enforce Del Monte’s 
name to public for this particular prod- 
uct now being marketed under com- 
petitive brands. Other ads in series will 
employ similar large color illustration, 
story theme in print inside offbeat illus- 
tration, large 2-color product identifica- 
tion headline, Century Schoolbook type- 
face. AD: Don Putnam. Photographer: 
Ken Bess. Copy: Jeanne Cronin. Agency: 
McCann-Erickson, San Francisco. 


New film animation 
thru electronic instrumentation 


A new film animation method through 
electronic instrumentation and patented 
inventions which make obsolete the 
hand-drawn cels of conventional stop- 
motion animation techniques, is an- 
nounced by Colortech Films, Inc. The 
firm reports it can now produce fully 
animated commercials, theatrical, educa- 
tional and tv films in both b/w and in 
color, on 16 mm, 35 mm and 70 mm 
film at fraction of time and cost usually 
required. Colortech’s patented instru- 
mentation and facilities were invented 
by Al Belok and Hsin Min Ch’en after 
some 15 years of research and experi- 
mentation. Industrial designer Arnold 
Arnold developed visual techniques for 
art and photography. 

How the process works: Only a single 
piece of b/w art or still photography is 
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needed for each scene. Each piece is 
then converted into electrical signals 
that are controlled and moved at will in 
any direction, then turned into fully ani- 
mated sequence. The sequences are 
finally transferred for reproduction onto 
standard film. An important feature is 
the capacity of the process to transform 
b/w art and photography into color, 
electronically and on film. B/w -tonal 
ranges can be controlled to correspond 
to given gray scale values, and color 
schemes car. be matched to any product, 
package or story board. This versatility 
will be useful for tv production that 
must be in b/w now, and later may be 
reissued in color. 





Photography of 
children and art- 
work by them 
form design theme for Little Yankee 
Shoes’ psychological approach to par- 
ents. “How do you rate as a parent?” 
is ad theme, the head to be repeated on 
all ads in campaign, with pictures of 
children drawing their conceptions of 
parents. Copy here is in question-and- 
answer quiz form on shoe fitting. Below 
type blocks, shoe illustration by Norman 
Jensen. AD Bill Goldberg is on wall, 
drawn there by his eight year old Vivian. 
Other ads in the series will use other 
kids’ sketches of their parents. The 
agency went to Miss Florence Fenster’s 
fourth grade class in P. S. 198 Manhat- 
tan for fresh drawings. Little girl here 
is Joan Terrace. Photographer: Bob 
Monroe. Copy: Harry Pesin. Agency: 
Rockmore Company. 


The psychological 
approach 


Detroit gains first 
illustrators’ rep firm 


The formation of Detroit's first exclusive 
illustrators’ representative organization 
has been formed by Harry L. Fairchild 








in association with four of Detroit’s top 
illustrators, Chuck Wysocki, David 
Lindsay, James Jackson and Elaine 
Massnick. The organization, to be oper- 
ated under the name of Harry L. Fair- 
child, also has Detroit and Chicago 
representation for Albert Gommi Stu- 
dios, top New York illustrative photogra- 
phers. The firm is located on the 23rd 
floor of the Book Building, 1249 Wash- 
ington Blvd. Plans include exclusive 
concentration on creative illustrative 
assignments, not art service business; 
the addition of another of Detroit's out- 
standing illustrators. 





The fine arts approach Campaign for 

Gordon Pe- 
ters, Inc. features editorial-type, “arty” 
look to establish quality, originality 
mood for product, women’s shirts and 
blouses. Color pages in New York Times 
Magazine and fashion books will con- 
tinue “Who is Gordon Peters” line. Per- 
sonality of company will take preced- 
ence, as it does here, over actual prod- 
uct, though latter is certainly included. 
AD: Gene Garlanda. Photo: Lester Book- 
binder. Copywriter: Barbara Schlanger. 
Agency: Gilbert. 


Type C print exhibit 
and demonstration travels 


Eastman Kodak is sponsoring a travel- 
ing exhibit and demonstration of Type 
C Prints. In New York, the show will 
be held April 2 and 3 at the Commodore 
hotel. Schedule includes Boston, April 8, 
at the Sheraton-Plaza; Detroit, April 15, 
16, Veterans Memorial building; Chi- 
cago, April 22, 23, Hotel Sherman; 
Minneapolis, April 29, Radisson hotel; 
Seattle, May 7, Olympic hotel; San Fran- 
cisco, May 13, 14, Sheraton-Palace hotel; 
Los Angeles, May 21, 22, Hollywood- 
Roosevelt hotel; Dallas, May 27, Statler- 


Hilton hotel; Atlanta, June 3, at the 
Dinkler Plaza hotel; Toronto, June 11, 
12, Royal York hotel. 





Albuquerque artists Albuquerque 


elect 1958 officers (N.M.) Com- 
mercial Artists 
Guild officers for 1958 are, back row 
left to right, second vice president Dale 
Hamlett, AD of Ward Hicks Advertis- 
ing; president Kurt Gabel, head of Kurt 
Gabel Art Studio; secretary Mary-Louise 
Reynolds, free lance illustrator; front 
row, left to right, treasurer John Irvin, 
Jr., associate in Kurt Gabel Art Studio; 
first vice president Dick Moore, of Lytle 
Engineering. A five-man council includes 
Dick Kent, free lance photographer; 
Charles Cowan and Alan Coon, mechani- 
cal illustrators at Lytle; Kenny Edwards, 
of Public Service Company of New 
Mexico; and John Sherman, of Lytle, 
past president of the Guild. 

The club's biggest projects are a stu- 
dent educational program in coopera- 
tion with the Albuquerque Public 


Schools, and the Guild Annual Exhibit, 
held every fall. 





Magical direct mail Self - promotion 

for Ampco Print- 
ing is built on “magic” theme — both 
copy and artwork — using variety of art 
approaches. This cover has letter “i” 
becoming seed box scattering seeds, in- 
side spread has colored triangles of seeds 
for message beginning “The seed from 
which good printing springs forth.” 
Basic colors of coral-red, deep yellow 
and black appear as large separate cir- 
cles on back cover, intermingle faintly 


on front cover which emphasizes cam- 
paign theme in black head. The inside 
spread is saved for huge color display, 
and ad message. Other folders in the 
series use tricky design ideas to gain 
attention on folder front cover, shock 
value in inside spread — the latter 
achieved through brilliant color, and 
large design to contrast, though inte- 
grated, with front cover. Designed by 
Bill Sokol. Copy by Mark Senigo. 
Printed on Kromekote Cover stock. 
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Quality, strength Lion’s head drop- 
for stainless steel ped into protecting 

curve of strongly 
shaped but graceful letter L forms new 
Harley Earl-designed trademark for 
Lyon Inc., fabricators of stainless steel 
products. Logotype below basic cor- 
porate mark changes for division iden- 
tity. New trademark shows complete 
departure from old mark, lozenge shape 
bearing company name, bold letters for 
product division, small shield below. 
New trademark was designed to be ap- 
plicable to company’s highly diversified 
products which include automobile 
wheel discs, steel sinks, down to table- 
ware and kitchen utensils. At once, it 
has boldness—for use on shipping con- 
tainers packaging industrial products— 
and quality—for stamping consumer 
products such as tableware. Design 
credits include David Bishop, package 
design studio executive. 











> 
Bells 


produ 
Bell’s 
bells 
move 
Scotcl 
to lir 
Photc 
of she 
shape 
soft 

want 
tratio 
comp 
color: 
the te 
ert C 
all fe 
achie 
son. . 


Moti 
in a 


ing 
than 
here 
Hart 
(whi 
with 
studi 
ward 
gray 
Kam 
perin 
car. 
from 
Conr 
same 
inter 


Art Di 








= 


5, Ss 3 ow. we 








= . 


Bells ring for Bell’s Clever picture 
translation of 
product name and campaign theme — 
Bell’s, the Celebration Scotch. Pealing 
bells (for celebration and product name) 
move eye down into bottles of Bell's 
Scotch, stop for a shot, continue down 
to link product packs with logo, copy. 
Photographer Bert Stern used all kinds 
of shots and lighting for both soft color 
shapes of bells—these overexposed to get 
soft blue-red, pale yellow and blue 
wanted for design—and for realistic illus- 
trations of product. Double exposures, 
composites, overlapping of bells to get 
colors and effects, the photography and 
the technical processing (latter by Rob- 
ert Crandall Associates, Inc. color lab) 
all followed the original conception to 
achieve fresh design. AD: Hershel Bram- 
son. Agency: Lawrence C. Gumbinner. 


Art, science of typography 
to be TDC seminar theme 


Four main subjects under the heading, 
The Art and Science of Typography, 
make up the program for the interna- 
tional seminar on typographic design, 
sponsored by the Type Directors Club 
of New York at the Silvermine Guild 
Art Center, New Canaan, Conn., Satur- 
day, April 26. Designers from England, 
Holland, Germany, Italy, Switzerland, 
Japan and the United States will dis- 
cuss Tradition—cliche, prison or basis of 
growth; The new arts—do they facilitate 
understanding; Science and technology— 
their influence on visual form; Mass 
communications—regional or world style. 

The Type Directors Club Fourth 
Annual Awards for Typographic Design 
Excellence will be announced, and the 
exhibition will be on view at the semi- 
nar. There will also be an exhibition on 
visual communications, selected from the 
work of the world’s leading artists, de- 
signers and typographers, with most of 
the designs to be shown in this country 
for the first time. Designer/typographer 
Will Burtin, program chairman of the 
seminar, will direct and moderate pro- 
ceedings and advise on selection of ex- 
hibit material. Associate chairmen Aaron 
Burns, Freeman Craw and Abraham A. 
Versh have gathered hundreds of ex- 
amples of fine typography from all over 
the world, for the exhibit. The seminar 
and the exhibits are under the organiza- 
tional guidance of James M. Secrest, edu- 
cational chairman of the Type Directors 
Club. Robert M. Jones is chairman of 
exhibits and awards. 

Tickets for the seminar and the ex- 
hibits are $15 per person and include 





Motion technique Richard Welling’s 
in artwork experiments in 
graphically show- 
ing actual motion, in artwork rather 
than the usual photography employed, 
here are adapted for folder used by 
Hartford, Conn. employment agency 
(white, gray and black artwork, spotted 
with warm brown from bottom panel), 
studies of Kaman helicopter moving up- 
ward—this was adapted into blue and 
gray for greeting card for Charles. H. 
Kaman. Another possibility is the ex- 
perimental piece on movement of sports 
car. Welling, who does design and art 
from 370g Grant Drive, RFD 2, Avon, 
Conn., has found a technique that at the 
same time illustrates motion, becomes 
interesting and unusual design. 
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a buffet luncheon, cocktail, and bus 
service to and from New York. Only 
200 persons can be accommodated and 
applications will be accepted in the 
order in which they arrive. Checks or 
money orders should be made payable 
to International Design Seminar, ad- 
dressed to Type Directors Club of New 
York, P. O. Box 1607, Grand Central 
Station, New York 17. Overnight accom- 
modations are available at Silvermine 
Tavern, hotels and motels in the Nor- 
walk area. For these, write Gerard 
O'Neill, c/o Type Directors Club, ad- 
dress above. 





oes ee eee 
Fashion ‘n’ action Grey's campaign 


for menswear for Van Heusen 
menswear uses 


combination of fashion and action for 
photography, layout and copy. Four- 
color pages running this spring and sum- 








mer in client’s record budget—$2,250,000 
—began with shot of single man posed 
waving joyously against background of 
pigeons in flight against New York sky- 
line, continued with figure groups in 
action to match month ad runs. This 
shot by Donald Mack of (left to right) 
Skylar Robbins, Andrea Tilton, Bob 
Smith running down beach is for June 
Esquire. All layouts will employ big 
picture, same headline treatment—Bas- 
kerville arranged to lead the eye (move- 
ment here to complement illustration 
movement) to logo in color and under- 
neath it identification of particular 
products illustrated. Logo appears in 
color dominant in illustration. AD 
George Ancona directed the campaign 
while with Grey, is now with Daniel & 
Charles. Photographer Harold Krieger 
did some of the ads in the series, pho- 
tographer Donald Mack did this one and 
others. Copy for this ad by Dick Good- 
man of Norris Konheim’s group. 





Pictu cover Lionel 
Stern's de- 


for informative booklet 
sign for Sun 


Chemical’s General Printing Ink Co.'s 
booklet on inks—what they are, what 
they do—uses as theme a quotation from 
Lord Byron, “words are things, and a 
small drop of ink, falling like dew upon 
a thought, produces that which makes 
thousands, perhaps millions think.” 
Cover has huge “drops of ink”, big as 
suns, in blue, yellow, greens, red, orange, 
black, warm gray, relating to printing 
press, newspaper, test tubes of growing 
things—both natural and manmade (a 
plant on the left, a superstructure placed 
against a mountain, on the right). Inside 
front cover continues ink drop theme 
with page numbers listed on colored 
circles opposite contents listing. Rest of 


page is b/w. Back cover takes Byron 
quote in Standard Medium for overall 
page design in white against blue, let- 
ters breaking for design, not grammati- 


cal, purposes. 


Art studios urged 
to release figures 


A plea for the yearly release of sales 
figures by art studios in order that a 
continuing study could be made of and 
for the field was voiced by Don Barron, 
publisher of Art Direction Magazine, 
speaking at a recent meeting of the 
National Association of Art Services, Inc. 
In his discussion of business conditions 
Barron said: “...everyone in this field 
will have to operate pretty much in the 
dark unless organizations such as those 
represented here agree to release, in 
some form, their sales figures. It doesn’t 
matter so much what that form might 
be—it could be in percentages of the 
previous year’s figures—but until these 
figures are available I cannot see how 
studio owners can knowingly decide 
when and to what extent they should 
add to their staff, retrench, go into heavy 
promotional efforts, etc... . (studio own- 
er) would have a guide. You would 
know you were coming into an upswing 
or a downswing.” Reviewing the latest 
trends in the field, Barron noted: ad 
budgets were holding up, even increas- 
ing slightly, but little of this money 
would trickle down to art studios because 
the increases are being allocated to higher 
space and time rates, higher production 
costs, and tv; a measurable shift to fewer 
but larger insertions—“the longer a firm 
advertises, the larger insertions tend to 
be. But lately, it would appear that the 
impact and the size of the audiences 
achieved by the tv spectaculars has hur- 
ried this development.” Pricing will be 
more of a problem than the volume of 
work in photography. Though there has 
been a slight shift away from photogra- 
phy, this has counted for less than the 
“on-location kick of art directors. The 
drift to on-location shooting has been 
enough to give the big photo studios a 
kick in the pants. And their price struc- 
ture is very definitely under severe 
pressure.” 

Barron noted that the bigger an art 
studio, the better it rode out business 
ups and downs. “The bigger outfits were 
the first to pick up on the upswings, the 
last to slack off on the down thrusts.” 
Comparing business in the east with 
other markets, Barron reported January 
business was big in New York and De- 
troit, but only fair in Chicago which 
had a much better October, November 


and December than New York. He 
warned that other art markets than New 
York have come a long way in the past 
10 years and New York might well con- 
sider doing some “Chamber of Com- 
merce selling.” Barron said that although 
he believes it is impossible to plot the 
exact road business would take in 1958 
because of the many factors involved, 
he thinks that in the final analysis the 
art field will have a good year. 

In response to questions from the 
floor on how agencies and studios are 
being affected by the Supreme Court's 
ruling on the 15 percent commission 
system, Barron reported that the effect 
on studios of the ruling making the 
commission applicable only to service 
type of agencies is that studios are get- 
ting into the fields that were agencies’— 
“there is a blending.” 

Maxwell Livshin, CPA, second speaker 
at the meeting, reviewed the advantages 
and disadvantages of incorporation for 
studios, explained exemptions from the 
New York State unincorporated busi- 
ness tax. He also warned that although 
the Department of Internal Revenue 
did not request too stringent and exact 
$1 for $1 proof of expense deductions 
claimed for 1957, for 1958 there will 
have to be proof for every expense item 
claimed for line 6 on income tax form 
1040. As for exemptions from the state 
unincorporated business tax, Livshin 
said, fine artists were considered profes- 
sionals, but studios were not, unless they 
could prove to the contrary. Profes- 
sionals, like doctors, etc. escape the tax 
because of their professional standing. 
To gain exemptions, “you would have 
to prove you are professionals as indi- 
viduals.” 


Dan Cassell of Comart Studios, treas- 
urer of NAAS, was chairman of the 
meeting, introduced the speakers. 

Armando Carloni, of Carloni Studios, 
membership chairman, has announced 
Chenault Associates and DiFranza-Wil- 
liamson Associates are the most recent 
additions to NAAS membership, bring- 
ing the total to 13. 


1958 Aspen program 

to study The City 

A group of world-famous architects, 
designers and city planners from Europe, 
the Far East, Central and South Ameri- 
ca, and the United States will participate 
in the 1958 International Design Con- 
ference to be held in Aspen, Colo. in the 
latter part of June. Program for the 
Eighth Annual Conference will be 
divided into three cycles. The City, Its 
Basic Elements, Its Connective Tissues. 
Dr. Albert E. Parr, chairman of the 
executive committee for the conference 
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and director of the American Museum 
of Natural History, in a statement ex- 
plaixing the basis of this year’s program, 
said, “The world that can split the atom 
should be ashamed to live in visual 
squalor . . . The mastery of urban space, 
its reorganization to conform to the 
needs and possibilities of modern life, 
is the biggest task facing designers. 
Despite many individual examples of 
technological and esthetic values, the 
world is in many respects uglier than at 
any time since the industrial revolution 
It is the designer’s task to help change 
this.” 

Conference discussion projects in- 
clude the sculpture and murals of the 
new University of Mexico, the new 
Brazilian capital city of Brazilia, the 
sculpture gardens of the new UNESCO 
building in Paris, plans for the rebuild- 
ing of historic Philadelphia and the re- 
construction of Coventry, England. Con- 
ference participants will include Dr. 
Erwin A. Gutkind of Philadelphia, his- 
torian, city planner and author of The 
World from the Air; Willo von Moltke 
of the Philadelphia Planning Commis- 
sion; designer/sculptor Isamo Noguchi 
whose work has included the gardens of 
the Paris UNESCO building and the 
Connecticut General Life Insurance 
Company building in Hartford; Prof. 
Gordon Stephenson of the University 
of Toronto, planner of many postwar 
British towns; Prof. Christopher Tun- 
nard, head of the School of Landscape 
Architecture of Yale University. 

Membership in the International De- 
sign Conference is open to all designers, 
and the conference is open to the gen- 
eral public. 





Philadelphia graphic The first 
award to Wirz handbook prize gold 

medal 
award presented by the Graphic Arts 
Exhibit in Philadelphia, sponsored by 
the Printing Industries of Philadelphia, 
was won by a handbook about a new 
fold-up metal tube. The representatives 
of companies sharing the award honors 


are, left to right, Henry Cox of A. H. 
Wirz; Cy Sailer of Independence Press; 
John Dingee, of R. G. E. Ullman Or- 
ganization. The catalog, prepared for 
A. H. Wirz, Inc., Chester, Pa., was de- 
signed by the R. G. E. Ullman Organi- 
zation, printed by Independence Press 
in 4-color offset lithography with 150 
screen engravings. 





Philadelphia art agency’s Myron J. 
Mitchel to Richman Mitchel, 
who op- 


erated his own art agency in Philadel- 
phia for 22 years, has been named to 
head the Wilmington, Del. office of Mel 
Richman, Inc., advertising art and pho- 
tography organization with studios in 
Philadelphia and New York. Mitchel, 
who was with Mel Richman’s Philadel- 
phia client-contact department, will also 
be in charge of accounts in Baltimore. 





ye 


3D gimmick 
keys ad campaign 


Herewith a 
“doll” made of 
client’s product, 
socks, which will key entire advertising 
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and promotion campaign. Conception of 
agency Zlowe Co. Stanley Glaubach de- 
signed the sock doll to be a little west- 
ern lawman. This trade ad's head, 
“Reach Pardner for Trimfit socks” em- 
ploys doll theme and trade m e. In 
consumer ads, the doll is held by models 
—one ad has Carol Lynley holding the 
doll, subhead, “And I made it myself 
from a Trimfit sock”—this because theme 
of new use for sock features both how-to 
instructions for a make-it-yourself sock 
doll and offer to sell doll via ad coupon. 
AD: Harvey Toback. Photography: 
Bakalar & Vogel Studio. Copy: Ed Hand- 
man. For the consumer ad, photogra- 
pher Ray Solowinski. 





The picture, the type To introduce 
fuzz for soft look Eiderlon, a 

new knit blend 
fabric, here used for underwear, Grey’s 
campaign is using soft, blurred-edge 
color photography, same for type which 
tells story of product’s qualities. Soft 
illustration obtained through diffusion 
filters, and background 35mm section 
blown up to create large grain structure. 
Picture of model Carol Barber placed 
against hugely over-size butterfly atop 
flower stalk saves softness of effect while 
sharpening contrast value for product 
on model. Type block also using con- 
trast value opens with sharply outlined 
product name for head — Cheltenham 
Outline —and continues with Caslon 
Antique screened down for gray (aqua 
in first phrase) and for blurry edged 
softness. AD: Onofrio Paccione. Photog- 
rapher: Donald Mack. Copy: Mildred 
Barsky. = 
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WHAT’S NEW... 


WHAT’S BEST in creative advertising 


1) Karl Fink, industrial designer. 2) Georg Olden, 
director of graphic arts, CBS-TV. 3) Garrett 
Orr, associate AD, Outdoor Advertising, Inc. 
4) George Krikorian, promotion AD, Look. 5) 
Peter Palazzo, advertising & visual director of 
Henri Bendel. 6) Art Kane, executive AD, Irving 
Serwer, Advertising. 7) John Jamison, AD, J. M. 
Mathes, Inc. 8) Gabryel de Million-Czarnecki, de- 
signer, Container Corporation of America. 








Direct mail excitement—reprint jump-off 
Exciting cover for reprint of Chemstrand 


Exciting cover for reprint of Chem- 
strand ad serves as effective, relatively 
inexpensive direct mail piece. Black 
cover has b/w heads, shoulders and arms 
of girls excitedly waving above jagged 
purple-red lettering of headline which 
ties illustration to ad message inside 
folder. Flip-over opens to reprint of 


double spread/4-color ad, where girls 


appear in full, colored nylon slips. Left 
margin fold of inside spread carries 


direct mail message. AD Edward Blas of 


Doyle Dane Bernbach used AD Bill 


Taubin’s Vogue ad, cropping a few of 


the girls, turning them into b/w, to 
illustrate his lettering, and to lead eye 
into flipover. Robert Monroe was pho- 


tographer. 





Convincing, dramatic 
proof for consumer ad 


Proof of the pudding is in the seeing— 
here, anyway, for Polaroid Corp., which 
is using series of big-picture, dramatic, 
convincing b/w bleed pages to tell story 
of new Polaroid film. Copy uses illustra- 
tion as key, explains points to look for, 
completes tasteful whole of ad. Bottom 
right, model holding the camera to show 
Polaroid’s unique properties, serves as 
company’s logo—a real picture story 
which attractively, instantly, visually 
identifies product. 

Big-picture approach suggested by 
president Bill Bernbach to his Doyle 
Dane Bernbach AD on account Helmet 
Krone and copywriter Bill Casey (Casey's 
now with Young & Rubicam). This ad 
photographed by Bert Stern, copy by 
David Reider. Campaign runs in con- 
sumer, trade and hobby books, with, in 
trade books, bracketed bold paragraph 
referring to ad in consumer magazine, 
adding sales message. Clown is no model 
—he’s a real (free lance) one — Jack 
Riano. Model is Dorothy Tristan. 


choices by AD’s critic panel 





Complete flexibility in a floor display 


Motorola's architectural “Modulator” 
ficor display solves problems by being 
completely flexible—it becomes a long 
wall for a narrow store, an island display 
for wide store, or can go around and 
into corners, or be used as two or three 
displays. Lends contemporary atmos- 
phere, is easily assembled, with airy 
open design allowing visibility into area 
from any part of store. Colors — dull 
black wood trim, burnt orange side 
pylons, simulated gold patterned screen 
on white with gold headers. Made of 
wood frame and paperboard printed 
with rubber dies. Produced by Kling 
Display, Chicago. Designed by Walter 
A. Mazeski, AD, Joe Callan. 





Simplicity humor in 
cumulative impact posters 


This First Grand Award in the 26th 
National Competition of Outdoor Ad- 
vertising Art, sponsored by the Art Di- 
rectors Club of Chicago, is outstanding 
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for its own particular merits — humor, 
directness, simplicity, color—but is even 
more effective when judged as part of a 
whole, the powerful series of posters— 
all humorous and simple—prepared for 
the Chicago Sunday Tribune. Each 
poster sells a different feature of the 
paper. Foote, Cone & Belding, Chicago, 
created campaign to sell Chicago Tri- 
bune as a young, progressive newspaper, 
one that wasn’t so big and stuffy that it 
couldn’t laugh at itself. Primary appeal 
in campaign was to younger generation, 
young homemakers, etc. AD: Jules Bes- 
kin. Artist: Ed Renfro. 





Poster layout hits for industrial ad 


Campaign for Ansul Chemical Co. uses 
poster layouts, 2-color ads, orush-and-ink 
drawings by Franklin McMahon, well- 
handled heads. Copy theme for cam- 
paign, “people make the difference”, 
will use McMahon's illustrations, origi- 
nally done for company’s 1956 annual 
report, subsequently used in portfolio 
for inside distribution by company, cata- 
logs, house organs and trade shows. By 
applying artist’s work to overall pro- 
gram, company felt they were able to 
produce level of graphic design often 
too expensive for this company’s size. 
The program continues this year with 
commissioning of Antonio Frasconi for 
wood cut illustrations of 1957 annual 
report. 

The McMahon-illustrated ads, the 
1958 campaign, number nine in all. This 
one has no copy block other than head, 
line of subhead above and line below 
sig to tell what company makes. Other 
ads in the series do use a short para- 
graph each to describe each of the com- 
pany’s products. Credits: editorial con- 


cept, Brad Sebstad, Ansul advertising 
manager; AD designer, Robert E. Voegel 
of Latham, Tyler, Jensen Design, Chi- 
cago; agency, The Brady Co. 





Airline’s message graphically told 


Doyle Dane Bernbach’s campaign for El 
Al Israel Airlines is a notable departure 
—the message is always graphically told, 
actual illustration of airliner takes 
second place. Here is half-page news- 
paper ad that beautifully, explicitly tells 
acvantages of client’s service, and tells 
it in design, reinforced by copy. The 
plane is borne along in path of graceful 
long arrows, black and gray, the jet 
stream. Below, swirls of black and gray 
arrows flow up and down and around 
for weather the airplane escapes by 
reaching smooth jet stream heights. AD: 
William Taubin. Artist: Charles Piccir- 
rillo. Copywriter: David Reider. 





Searle looks at man—a tv/film guidepost 


Use of the talents of leading artists—of 
other media—for tv and films here scores 
another major point with British car- 
toonist-satirist Ronald Searle’s contribu- 
tions. Standard Oil Company of New 
Jersey's 13-minute color cartoon film, 
Energetically Yours, produced by Trans- 
film, New York, presents Searle’s ele- 
gantly humorous, tongue-in-cheek fan- 
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cies for “the remarkable story of energy 
and its contribution to the progress of 
mankind.” This family scene lets you 
know that gasoline and the self-portable 
internal combustion engine matle it pos- 
sible for man to fly. 

The Searle-designed film is available 
on free loan, 16mm prints, to com- 
munity groups and schools (address 
Standard Oil Co. New Jersey, Room 
1610, 30 Rockefeller Plaza, New York 
20), and is also being released to theaters 
by George K. Arthur. Energetically 
Yours was premiered last fall on Jersey 
Standard’s 75th anniversary network tv 
program. It premiered theatrically at 
Guild Theater, New York, Feb. 5. 
Transfilm produced it in three and a 
half months (compared to usual eight- 
month production schedule) for Oct. 18 
deadline. Credits include producer Wal- 
ter Lowendahl, director David Hilber- 
man, story by Samuel Moore and 
Maurice Rapf, animation by Quartet 
Films, Inc. and Playhouse Pictures, 
music by Lyn Murray, narration by 
Marvin Miller. 





Unique product feature 
exploited in package 


The ultimate in visual communication 
—a product whose trademark is incor- 
porated in its physical self. That’s Stripe 
toothpaste whose name, body and soul 
combine into the strongest yet visual 
symbol—striped toothpaste on the tooth- 
brush, the design repeated on tube and 
carton (herewith) and reinforced yet 
again in tradename. Carton, in blue, 
red and white, is straightforward, good 
looking. The art department of J. Wal- 
ter Thompson created ads, posters, car 
cards, carton design. AD: Charles Zieg- 
ler. Tube produced by Lever Brothers, 
Pepsodent division. Thompson art de- 
partment submitted many designs for 
tube. Lever selected some, also created 
their own. Present design by Lever. @ 
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UPCOMING ARTIST/DESIGNER 


It is 12 years since Bernard Glochowsky came from Omaha 
to Chicago. He had worked in an agency back home, came to 
Chicago to study at the American Academy of Art. After 
working in several ad agencies and studios started free- 
lancing in 1950, opened his own studio (Glo-Art Productions) 
in 1952. His work has been shown in ADCC shows, his 
letterhead designs exhibited in Strathmore portfolios. He 
designs, does humorous illustration, decorative art, and 
designed realism. « 





Bernard Glochowsky 
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art directions... new york’s 37th exhibition is a cross-section 


of the best in visual communications coast-to-coast. 


Where does it point? What are the 
new trends? Where do we go from here? 
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fhen the smoke cleared and the last 
had cast his last ballot, some of 
judges of the current Exhibition 
the New York Art Directors Club 
ped back to look at the forest they 
created. It was made of many 

, each beautiful or unique or strong 
having some virtue in its own right. 
t what kind of forest did they make? 
, in their own words, is what the 
posite show seemed like to some 
the jury. 



















realism... 


tends as reflected in the 37th are, 
fortunately, not as clear as they might 
. If we talk about, and our interest 
in, trends why do we have to exhibit 
show 90% of which consists of the 
ends” of years ago? 
Of course, trends are evident. But so 
¢ they evident in the magazines, on 
", etc. and so much more. 
It is the prime function of the A/D 
mnual Exhibition to indicate in the 
host precise manner the trends of that 
tticular year and have nothing to do 
ith the trends of past years... that 
— find already bound within the 
tds of past A/D annual publications. 
Today’s trends? 
More realism. Even in the area of 
intasy. Better technical photography. 
yeative photographers, better repro- 
ae. graphic ideas playing with 
chological ideas, etc. — certainly all 
hese elements have exerted the pres- 
ures to make this year’s work that much 
eiter for selling products and ideas 
ore directly than last year. 
Next year, last year’s work will be 
ncient history and this year’s work will 
uve some bearing. But next year will 
ave trends that must be particular to it. 
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And that is what the 38th should 
exhibit.” 


Gene Federico 


Tea and bikinis... 


“Again, the trend in advertising con- 
tinues in the use of the so-called off-beat 
photograph. You know it well: the lady 
in the bikini serving tea in her drawing 
room ...the business man at his desk 
adrift in the Pacific. 

In the hands of experts, this still 
scores a punch... by others it becomes 
professionally embarrassing. 

All this, of course, is an off-shoot of 
Mr. Ogilvy’s famed (and historic) man- 
in-the-Hathaway-shirt. But I am certain 
that the distinguished gentleman with 
the eye patch, aghast at what he sees 
about him, will soon appear with 
patches covering both eyes.” 

George Krikorian 


No high spots... 


“It seems to me that the general level 
of all material submitted has risen. This 
continues a trend toward better work 
which we have noticed each year. 
However, this year’s material seemed 
to lack any exciting high spots of really 
new trend-setting work in either pho- 
tography or illustration.” 


Wallace W. Elton 


_ 500/12,000 


“My strongest impression is that the 
Exhibition cannot possibly be large 
enough to do a complete and representa- 
tive job. The simple arithmetic of it is 
that with some 12,000 entries there is 
space for hanging less than five hundred. 
This results in the elimination of 
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many worthwhile entries that reflect fine 
and outstanding work. In any single 
category the judges are faced with the 
task of viewing hundreds of submissions, 
then boiling it down to say 25 out- 
standing examples. At that point with 
the knowledge that there may be hang- 
ing space for only 6 or 8 entries in this 
classification, the judges are forced to 
discard many really beautiful examples. 

The solution may be to break down 
the Exhibition into two shows — one 
editorial design and the other advertis- 
ing. Advertising might be subdivided 
even further with a separate show for 
posters, one for direct mail and booklets, 
a third for trade periodicals. 

Geographically, the shows might be 
distributed too, with one show in 
Philadelphia, another in Chicago and 
a third in San Francisco. 

In this way it would be possible to 
make the New York show more complete 
and more representative of current 
work in a specific field. 

I’m not saying this as a beef, but in 
the effort to work out a more fair 
method of showing. I feel that it is a 
shame to have to throw so many beauti- 
ful things out for lack of hanging space. 
With our housing problem we cannot 
hope to do a very good and complete 
job. This also is a word of explanation 
why many worthwhile submissions 
could not be accepted for hanging.” 


Charles T. Coiner 


More functional design... 

“Since our annual shows are intended 

to be “trend” shows we are indeed 

anxious to find any indication of new 

directions. It is hard for any one judge 

to form any concrete opinions since he 
(continued on page 85) 








24 Magazine ads, 2 pages or more, 3 or more 
colors 
Art Director/designer: Robert Pliskin 
Photographer: Becker-Horowitz 
Agency: McCann-Erickson, Inc. 
Advertiser: Columbia Phonographs 


NIT 


Robert Pliskin. Art supervisor at McCann-Erickson Inc. was 
formerly with Anderson & Cairns, Abbott Kimball, Lester Se 
and the U.S. Army Air Force. His work has been in Graphis, 
among 50 best ads of the year and in many ADC shows. He’s also 
an off-hour photographer with photographs shown at the Museum 
of Modern Art in NYC. Studied at Alfred U., Pratt Institute 
The Art Student’s League. 
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47 Newspaper ads, over 500 lines 
Art Director/designer: Herb Lubalin 
Designer: Herb Stricker 
Photographer: Ike Vern 
Agency: Sudler & Hennessy, Inc. 
Advertiser: Federation of Jewish Phi- 
lanthropies 


Herbert Lubalin. Herb spearheaded the design team responsible 
for the club literature for this years ADC show and conference. 
A frequent medal winner in ADC and TDC shows, he is Vice 
President and Executive Art Director for Sudler & Hennessey, 
Inc. He graduated Cooper Union in 1939, freelanced, AD’d for 
9g ies and gazi before joining S&H in 1948. 








98 Booklet, direct mail, 12 or more pages, 3 or 
more colors 
Art Director/designer: Louis Dorfs- 
man 
Photographer: Robert A. Ritta 
Advertiser: The CBS Radio Network 


famous in the world of graphic design, he joined CBS in 1946, # 
Director of Advertising and Sales Promotion for CBS Radio # 
well as being its art director. ADC, AIGA, and TDC awards hav 
recognized his work for many years. A Cooper Union graduate 
he designed exhibits and displays for the New York World's Fait, 
worked on Navy training films, taught at New York Workshop 
School of Design at Cooper Union, was Chairman of the 195 
AIGA Printing for Commerce and 50 ads of The Year Exhibit. 











Lovis Dorfsman. One of a group of ADs who have made cn 





a ee ee ei lp 


Art Dire 





e CBS 
946, 8 











Kerwin H. Fulton Medal 
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AMY McPARTLAN 
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118 Posters, 24-sheet posters 


Art Director: Bruce F. Green 

Photographer: John F. Smith 

Agency: N. W. Ayer & Son, Inc. 

Advertiser: The Atlantic Refining 
Company 


Bruce F. Green. AD and account executive with N. W. Ayer in 
Philadeiphia, he ie Wilmington born, educated, and still makes 
hie home there. Trained for art career at Philadelphia Museum 
School of Art, graduating in 1947. Worked with a Wilmington 
agency and with the Philadelphia Evening Bulletin before joining 
Ayer in 1953 as an AD. 


128 Posters, other than 24-sheet 
Art Director/designer: Helmut Krone 
Photographer: Wingate Paine 
Agency: Doyle Dane Bernbach Inc. 
Advertiser: E & J Gallo Winery 


Helmut Krone. An AD with Doyle, Dane, Bernbach, Inc., Helmut 
Krone is New York all the way. Born in the city in 1925, studied 
at School of Industrial Art and later at the New School. First 
professional assignment was with Esquire magazine, designing 
promotional material. Freelanced and been with several agencies 
before joining DDB. His slogan: “Down with logos! Viva le 
product image!” 


138 Point of Sale, record album covers, book 
jackets 
Art Director: S. Neil Fujita 
Designer: Kenneth Deardorff 
Photographer: Garry Winogrand 
Advertiser: Epic Records 


S. Neil Fujita. A fine painter and designer, Neil Fujita has had 
many one-man shows of his paintings, won several prizes and 
awards from galleries and museums. He’s AD'd for N. W. Ayer, 
taught design at Philadelphia Museum School of Art. Is a free- 
lance designer and consultant, is Director of Design and Packaging 
at Columbia Records and Design Director for several industries 
and agencies. Born in Kanai, Hawaii, he studied at Chouinard Art 


Institute, California. 

















153 Editorial spread, 3 or more colors 


Art Director/designer: Henry Wolf 
Photographer: Saul Leiter 
Publisher: Esquire, Inc. 
Publication: Esquire Magazine 


Henry Wolf. Has been giving visual flair and excitement to 
Esquire magazine as its AD since mid-195%. Vienna born, Paris 
schooled, he came to the U.S. in 1941 and entered New York's 
School of Industrial Arts. Work in type and offset shops, design 
assignments with an art studio preceded agency design work and 
AD assignments. He studied photography with Brodovitch, paint. 
ing with Stuart Davis. AD'd with Department of State in 1951. 
Currently teaches at Cooper Union, is active in AIGA. 





ART 
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243 Magazine advertising art, 3 or more colors, 
general illustration 
Art Director: Hugh White 
Photographer: Irving Penn 
Agency: Young & Rubicam, Inc. 
Advertiser: General Foods, 
Instant Sanka Coffee 





273 Magazine advertising art, black and white, 
general illustration 
Art Director: Edward B. Henderson 
Photographer: Ted Streshinsky 
Agency: Kenyon & Eckhardt Inc. 
Advertiser: Equitable Life Assurance 
Society of the United States 











Hugh White. Born in North Carolina in the heart of the grits- 
and-gravy belt. Came to New York in 1936 for art schooling, 
worked with an agency, then as a gag writer and cartoonist. 
Joined Young & Rubicam in 1940. 







Irving Penn. One of the men who put the “creative” in 
photography, Penn was a department store AD, a 
AD, and a painter before achieving fame with his camera. I 
first photographs appeared in Vogue in 1943. Present work 
divided between editorial photography for Vogue and advertisin 
photography. 








Edward 8. Henderson. With K&E for past 8 years, an art super- 
visor for the past 2. Born in Chili Center, N. Y., studied art at 
Rochest Institute of Technology. Worked with agencies in 
Rochester and Syracuse before coming to New York in 1946. 
AD with Buchanan and at Fletcher & Richards before joining 
Kenyon & Eckhardt in 1950. 








Ted Streshinsky. Born in China 35 years ago, he was educated{ 
British and American schools there and later at the Univerit 
of California. Headed for a career in journalism or in politid 
science, while studying for his doctorate, he decided on a cat 
in photography. Apprenticed in a commercial studio, started {19 
lancing 2% years ago, in Berkeley, California. 














Marvin Israel. A painter and a designer, he was born in Syracuse 
in 1924, studied at Syracuse University (BFA, 1950) and at Yale 
(MFA 1954). Painted abroad for several years and exhibited in 
France, Belgium, Austria. Worked with Alvin Lustig, Alexey 
Brodovitch, was assistant AD with Doyle Dane Bernbach, AD of 
Seventeen Magazine and AD of Atlantic Recording Corp. 





—. Tom Alien. For the past two years he’s been in New York"as a 
og free-lance illustrator and painter. Work was first recognized and 
a. cS wes published by Henry Wolf in Esquire. He was born 30 years ago 
in Res heh. RRS A in Nashville, studied at Vanderbilt U., Art Institute of Chicago, 
po won a gold medal in the 36th ADC show and is represented in the 
= 336 Editorial art—fiction, 3 or more colors current AIGA Printing for Commerce-Fifty Best Ads Exhibition. 


Art Director: Marvin Israel 
Artist: Tom Allen 

Publisher: Triangle Publications 
Publication: Seventeen Magazine 


Charlies William Tudor. In November 1936, Life magazine was 
born. On its art staff was Charles Tudor. Except for a two-year 
stint 1939-1941, he has been a Lifer ever since. Mr. Tudor started 
as a staff artist with the Cleveland Press, after 5 years shifted 
to the World Telegram in New York. Freelanced for several 
magazines, AD with the newspaper PM where he organized its 
art department, worked with various government agencies, de- 
signed Standard Oil’s “The Lamp” and several picture books. 
Was named AD of Life in 1945. 








Bernard Quint. With Life magazine for 16 years, now Associate 
AD, Quint put in the war years with the Visual Aids Training 
program of the Armed Forces, worked with ad agencies, studios, 
and magazines prior to joining Life. In 1951 he received the 
Freedom ‘Foundation Medal of Achievement as co-author of “Since 
Stalin—a picture history of Communism.” Also co-authored with 
John Gunther, “Days To Remember—America 1945-55" and has 
designed a book on African Sculpture to be published this Spring. 





376 Editorial art—non-fiction, 3 or more colors, 
general 
Art Directors: Charles Tudor, 
Bernard Quint 
Artist: Gregorio Prestopino 
Publisher: Time, Inc. 
Publication: Life Magazine 





Gregorio Prestopino. A fine artist, his work has been in a great 
number of exhibits and in 9 one-man shows. He has won numerous 
prizes and is in many per t collecti He studied at the 
National Academy of Design 1923-29. He taught advanced painting 
and drawing at Veterans Art Center, Museum of Modern Art, 
NYC, 1946-48; painting and drawing at the Brooklyn Art School, 
1946-49; painting and drawing, The New School, 1949-58. 














Art Directors Club Medal Special Award 


378 Editorial art—non-fiction, 3 or more colors, 
general 
Art Director: Charles Tudor 
Photographer: Ernst Haas 
Publisher: Time, Inc. 
Publication: Life Magazine 





Ernst Haas. Joined Magnum photos in 1949 with shooting of story 
on homecoming of Austrian Prisoners. Came to U.S. in 1951, has 
been shooting stories on people and places ever since. Since 1952 
has been doing color essays on Paris, South Africa, Venice, Bull- 


fighting, etc. 

















388 Editorial art—non-fiction, 2 colors or black 
and white, general 
Art Director; Richard Gangel 
Photographer: Stefano Robino 
Publisher: Time, Inc. 
Publication: Life Magazine 


ART 


Richard Gangel. Assistant AD at Life, he is trained in painting, 
print making and graphic art. Designed an exhibition of “Illumi- 
nation of the World’s Great Paintings” which is touring the 
United States. Currently at work on a book project: “Images vs 
Abstract Art in Architecture.” 





Stefano Robino. An engineer in Turin, Italy, Robino entered this 
picture in a local photographic contest. There it won first prize 444 A 
and subsequently appeared in Fotografia, International Photogra- m 
phy Year Book, and the American Photography Annual, as well 





as in Life. 
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437 Design of complete unit, show titling, con- 
tinvity stills 
Art Director: Edward J. Bennett 
Artist: Guy Fraumeni 
Agency: Foote, Cone & Belding 
Advertiser: Hallmark Hall of Fame 








Edward J. Bennett. Manager of Design and Art for television for 
National Broadcasting Co., he is responsible for the administra- i 
tion and creative standard of the NBC-TV shows and commercials 
originating from New York. This includes graphic arts, scenie 
design, t and keup. Was formerly Director of the 
Franklin School of Professional Art and combined teaching with 










freelance illustration. 





440 Design of complete unit, show titling, film 
Art Director: John Hubley 
Artist: Emery Hawkins 
Producer: Storyboard, Inc. 
Advertiser: CBS Television 








John Hubley. Now designing and directing commercials for Story’ |yiniam, Gold 
board, Inc. (Ford, Heinz, Bank of America, Maypo commercials Hieybe so, mc 
as well as “The Tender Game”, titles for “Twentieth Century”, | Seated) Fra 
“Seven Lively Arts”, etc.). Graduated Art Center School, L.A. |'tderico. (St 
im 1936. Started with Dieney and AD’d Fantasia and Pinocchio. ['™ take the 
With UPA in 1945 into 1953, helped develop such characters a pr FP. Ag 
Mr. Magoo and Gerald McBoing Boing. 












ed this 

prise 444 Advertising art, film commercials, full ani- 
togra- mation 

8 well Art Director: Chris Jenkyns 
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Artist: Bill Higgins 





"a got to be good to get by 

0b Pliskin, Lou Dorfeman, Will Burtin 

Vell, on the other hand... 

Valter Grotz (standing), George Krikorian, 
Viliam Golden 

laybe so, maybe so... 

Seated) Frank Baker, Alex Liberman, Gene 
\ederico. (Standing) Herb Lubalin, Vic Trasoff 
lou take the high road... 


h. M. F. Agha, William Golden, 


Krikorian 
im favor... 


Art Director/Artist: Robert Cannon 


Center School, Chouinard I 


Chris Jenkyns. A native Californian, att 
be basd x and A A, 








ded Los Angel Art 
ie Julian in Paris. 



























Producer: Playhouse Pictures 
Advertiser: United States Navy 
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has only judged four or five categories, 
plus the final medal selection. I have 
noted a more sound and functional 
design in some advertising design areas 
— easier to understand, more impact, 
and less indiscriminate use of devices. 

New humorous techniques have been 
successfully employed, especially in 
photography. This appears to be a 
“trend.” 

Newspaper advertising shows no 
improvement. It seems to me that more 
creativity was evident several years past. 

Typography in both advertising and 
editorial material shows many new and 
exciting trends, yet there is a tendency 
to “follow the leader” here. 

Poster design and art remains much 
the same — shows a need for more 
education on “what a poster is supposed 
to do.” 

Dramatic, human-interest photos 
predominate in the art categories.” 

Walter Grotz, 

ADC President 
Let “outsiders” judge ... 
“Although I have every reason to believe 
that the selection by the judges in this 
year’s Exhibition was done in an honest 
and wise manner, just for the sake of 
counterpoint I would like to see one of 
the future shows selected and judged by 
people outside the profession. 

These could be people of recognized 
reputation and good taste — possibly 
architects and designers such as designers 
of furniture and of carpets. 

Perhaps just the plain public should 
be the judge. I remember one very suc- 
cessful poster competition in Switzerland 
where the awards were determined by 


Was with John Sutherland Productions and Storyboard Inc., before 
joining Playhouse Pictures as story editor in 1955. Hie children’s 
book, “Andy Says Bonjour” was judged one of the 10 best in this 
country by the New York Times in 1954. 


Robert “Bobe” Cannon. Joined Playhouse Pictures as a director 
in 1957. After studying at Chouinard Institute he joined Warner 
Brothers in 1934 where he worked as an animator on about 100 
short cartoon films. Joined UPA in 1944. In 1946-47 worked at 
Walt Disney Productions on “Song of the South” and rejoined 
UPA in 1948 where he was associated with many award winning 
films, winning three Oscars. 


the good citizens of Zurich — school- 
teachers, carpenters, butchers, doctors 
and what not. 

Everybody was allowed to vote for the 
best poster and they did. The results 
were simply amazing and the judging 
more than competent.” 

George Giusti 


Exhibition chairman was Victor Trasoff, 
AD, Wm. Douglas McAdams. The jury 
included: 
Dr. M. F. Agha 

consultant art director and designer 
Frank Baker.................0.0.«+- McCann-Erickson, Inc. 
Raymond Ballinger 

Philadelphia Museum School of Art 
Lester Beall 
Will Burtin 
Charles T. Coiner 

N. W. Ayer & Son, Philadelphia 











Louis Dorfemat..............cc0-0 CBS Radio 
Wallace W. Elton ............ J. Walter Thompson Co. 
Gene Federico 
Douglas D. Simon Advertising, Inc. 
Gebrge Giusti 
William Golden.. ; CBS 
Walter Groots... ....ccccccccseeeseseeees Marshalk and Pratt, 
Division of McCann-Erickson, Inc. 
George Krikorian. Look Magazine 
Che Pen ciiseesesinetnvvncinl Charm Magazine 
Robert Pliskin..................... .McCann-Erickson, Inc. 


Lester Rondell........Grey Advertising Agency, Inc. 
Norman Tate, of N. W. Ayer & Son, 
headed the television jury which in- 
cluded: 








Robert H. Blattner. 0.0.0.0... Reader's Digest 
William H. Buckley Benton & Bowles, Inc 
William Dufhy...........0...00000-- McCann-Erickson, Ine. 
Stephen Elliot.............. Elliot, Unger & Elliot, Inc. 
Suren Ermoyan.................... Lennen & Newell, Inc. 
S. Rollins Guéild...................... Photographers 2, Inc. 
Allen F. Herlbwart..o.0..0........cccccccccceeees Look Magazine 
John Jamison................ J. M. Mathes, Inc. 
Edward R. Mah Cc ingh @ Walsh, Inc. 






















8 Magazine ads, single page, 
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3 er more colors : 96 toads goitediand Gib, ult cuunie ¥ 
Art Director: Art Kane 37 M sine ads, less than full ge, color 2 or more col by 
Pra tym or black and white Art Director /designer: Izz Liebowitz ya 
—nitinten ee ; Prameaiprutiteoeranins 

fis Advertiser: I. Miller & Sons, Inc. gency, 4 iverticer: nderson- Conn 7 
Advertising Inc. 

Art Direc 

David 1 

Artist: B 

Photogra 





77 Trade periodical ads, full page 





53 Newspaper ads, over 500 lines black and white 
Art Director/designer Art Director/designer: Louis Dorfeman 
and Artist: Arnold Varga Artist: Joseph Schindelman 
16 Magazine ads, single page, 2 colors or Advertiser: Cox's Advertiser: The CBS Radio Network 


black and white 
Art Director/designer: Helmut Krone 
Photographer: Howard Zieff 
Agency: Doyle, Dane, Bernbach, Inc. 
Advertiser: Polaroid Corporation 





65 Newspaper ads, 500 lines or less 


34 Magazine ads, 2 pages or more, 3 or Art Director: Suren Ermoyan 91 Trade periodical ads, less than full Art Di 
more colors ; Art Director /designer color or black and white Photo; 
: : > Agence 

nd Artist: Michael Wollman : Art Director: Gene Federico 

Art Director/designer: Joseph Nissen bs: : , 
canine William D. Helburn Agency: Lennen & Newell Inc. ; Photographer: Lester Bookbinder Adver 


Advertiser: American Airlines Agency: Douglas D. Simon Advertising 


gency: Altman-Stoller Advertising, Inc. 
r # Advertiser: Mandel Mfg. Co. 


Advertiser: Dan Millstein, Inc. 











— “ Booklets, direct mail, less than 12 pages, 


4 3 or more colors 
Art Directors: Herb Lubalin 

David Dewhurst 
Artist: Bebe Gershenzon 
Photographer: Irv Bahrt 
Agency: Sudler & Hennessey Inc. 
Advertiser: New York Life Insurance 

















Posters, 24-sheet posters 
Art Director: George Warren Booth 
Photographer: Harold Halma 
Agency: J. Walter Thompson Co. 
Advertiser: Ford Division of 

Ford Motor Company 





Posters, other than 24-sheet 
Art Director/designer: Howard Wilcox 
Photographer/designer: Howard Zieff 
Agency: Cunningham & Walsh, Inc. 

Advertiser: The New York Daily News 





132 


Point of Sale, packages 
Art Director/designer 
and Artist: Rudolph de Harak 


Agency: MacLean Advertising Agency Inc. 


Advertiser: Peter, Strong & Co. Inc. 





149 Editorial page, 3 or more colors 


Art Director/designer: Henry Wolf 
Photographer: Tosh Matsumoto 
Publisher: Esquire, Inc. 
Publication: Esquire Magazine 





156 


Editorial spread, 3 or more colors 
Art Director/designer: Henry Wolf 
Photographer: Hugh Bell 

Publisher: Esquire, Inc. 

Publication: Esquire Magazine 


: 171 





160 Editorial spread, 2 colors or black 
and white 
Art Directors: Alexander Liberman 
Priscilla Peck 
Photographer: Richard Rutledge 
Publisher: Conde Nast Publications, Inc. 
Publication: Vogue Magazine 





Designers: Tom Courtos, Kurt Weihs 
Photographer: CBS Photo 
Advertiser: CBS Television 


HOLIDAY 


—— 





Art Director: Frank Zachary 
Designer/artist: George Giusti 

Publisher: The Curtis Publishing Company 
Publication: Holiday Magazine 





192 Institutional, company magazines and 
house organs, page spread, cover or 
entire publication 

Art Director/designers: John Alcorn 
Seymour Chwast, Milton Glaser 
Reynold Ruffins 

Publisher: Push Pin Studios 

Publication: Monthly Graphic 





196 Institutional, annual reports, entire 
publication 
Art Director/designer and Artist: 
Erik Nitsche 
Advertiser: General Dynamics Corporation 


UNIT 
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200 institutional, letterheads and trade marks 
Art Director: William Golden 
Designer: Tom Courtos 
Advertiser: CBS Television 


217 Institutional, announcement cards 
Art Director/designer: Saul Bass 
Artists: Phyllis Tanner, Saul Base 
Advertiser: Lightolier, 


326 Record album art 
Art Director: Robert M. Jones 
Art Director/designer: Herb Lubalin 
Photographer: Art Kane 
‘Agency: Sudler & Hennessey Inc. 
Advertiser: RCA—Victor 
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228 Magazine advertising art, 3 or more 

colors, general illustration 
Art Director: Dennis Kavanagh 


Photographer: Norman Nisimura 
Agency: Young & Rubicam, Inc, 


Advertiser: Hunt Foods and Industries, Inc. 





235 Magazine advertising art, 3 o 
colors, fashion or style illust: 
Art Director: Art Kane 
Photographer: Bert Stern 
Agency: Irving Serwer Advertising 
Advertiser: I. Miller & Sons, Inc. 


244 Magazine advertising art, 3 or 
colors, general illustration 
Art Director: Wiliam Kammer 
Photographer: Irving Penn 
Agency: Young & Rubicam, Inc. 
Advertiser: Joh & Joh 





246 Magazine advertising art, 3 or mo 
colors, humorous illustration 
Art Director/designer: Orville Sheldo 
Artist: Ludwig Bemelmans 
Agency: Foote, Cone & Belding 
Advertiser: Hiram Walker & Sons, | 
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Magazine advertising art, black and 

white, fashion or style illustration 
Art Director: Lee Batlin 

Photographer: Wingate Paine 

Agency: Altman-Stoller Advertising Inc. 


pe f Advertiser: Cole-Mort Inc. 





Newspaper advertising art, general 
illustration 

Art Director/designer: William Golden 

Artist: Feliks Topolski 

Advertiser: CBS Television 





Trade periodical advertising art, black 
and white or two colors, humorous 
illustration 

Art Director/designer: Louis Dorfeman 
Photographer: Raymond Jacobs 

Advertiser: CBS Radio Network 








308 Booklet—direct mail art, 3 or more colors 


Art Director/designer: William Golden 
Artist: Carl Erickson 


Advertiser: CBS Television 





339 Editorial art—fiction, 3 or more colors 
Art Director: Marvin Israel 
Artist: Phil Hays 
Publisher: Triangle Publications Inc. 
Publication: Seventeen Magazine 





351 Editorial art—fiction, black and white 
Art Director: Bradbury Thompeon 
Artist: Joseph Glasco 
Publisher: Street & Smith Publications, Inc. 
Publication: Mademoiselle Magazine 








353 Editorial art—non-fiction, 3 or more 
colors, fashion or style 
Art Directors: Alexander Liberman, 
Priscilla Peck 
Photographer: Richard Rutledge 
Publisher: Conde Nast Publications, Inc. 
Publication: Vogue Magazine 


358 Editorial art—non-fiction, 3 or more 
colors, food 
Art Director: Cipe Pineles 
Photographer: James Viles 
Publisher: Street & Smith Publications, Inc. 
Publication: Charm Magazine 


375 Editorial art—non-fiction, 3 or more 
colors, general 
Art Directors: Charles Tudor, Bernard Quint 
Photographer: Gordon Parks 
Publisher: Time, Inc. 
Publication: Life Magazine 
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461 Advertising art, film commercials 

Art Directors: John Coleman, 
Henry Caroselli 

Writer: Tom Armstrong 





Photographers: Hans Koenekamp, 
Arthur Feindel 

Producer: Warner Bros. Pictures, Ing 

Agency: Campbell-Ewald Co., Inc. 

Advertiser: Chevrolet Motor Divisio 

General Motors Corporation 


Publication: Harper's Bazaar 








418 Design of complete unit, promotional, 





391 Editorial art—non-fiction, 2 colors or single frame 
black and white, general Art Director: Georg Olden 
Art Directors: Alexey Brodovitch, po cataane = ee 
Adrian Condon wertiser: elevision 





Creai 
457 Advertising art, film commercials— 


live and animated ee 
Art Director: Lawrence Berger —— 
Art Director/artist: Paul Kim “ 
Producer: Academy Pictures, Inc. it. It 
Agency: Batten, Barton, Durstine & O pers 
Ine. freck 
Advertiser: Timken Roller Bearing Co. Bu 
anytl 
diate 
appli 
(capi 
poet 
pract 
asm. 
433 Design of complete unit, show titling, : inclu 
oon like 
Art Director/artist:, Jack Sheridan i ae 
Producer: Albert McCleery : : “em 
Advertiser: NBC Matinee Theatre 
was 
Art Director/designer: Phillip F. Dykstra Nc 
Artist: Doris Lee ‘oe 
Publisher: New York Herald Tribune : fields 
fo eth teleo 
think 
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Third Annual Communications Conference 
Sponsored by the Art Directors Club of New York 


Sert Room, The Waldorf Astoria Hotel, April 2 and 3, 


on the Theme of “Creativity.” 





kamp, 


tures, Ing 
-» Ine. 





Creativity is a little like Heaven. Every- 
body agrees that it’s wonderful, there’s 
an awful lot of high sounding talk 
about it, and everybody hopes to achieve 
it. It is considered something mysterious, 





+ & 0 personal and untransmissable, like 
freckles. 
ng Co. Business is apt to be suspicious of 


anything that does not have an imme- 
diate, or at least foreseeable, practical 
application. For this reason the Arts 
(capital A) such as music, painting, 
poetry and the like are viewed by the 
practical-minded with qualified enthusi- 
asm. In the past, this point of view has 
included not only the Arts but things 
like Basic Research, Pure Mathematics, 
Astronomy and other fields of specula- 
tion for which no immediate usefulness 
was seen. 

Nowadays, however, this view has 
been radically changed. Creativity in all 
fields has become Big Business. The 
teleological connections between abstract 
thinking and concrete results have been 
so resoundingly demonstrated in the 
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past decade that the worry now is do 
we have enough of it and how can we 
get more of it. 

Furthermore, the suspicion has been 
raised that Creativity in all fields is 
mysteriously interrelated, that whether 
we are creating, on one hand, a sym- 
phony, a poem, a painting or, on the 
other, a miracle drug, an electronic cir- 
cuit, or a jet propulsion system—we are 
dealing with the same basic phenome- 
non. 

The Third Communications Confer- 
ence of the Art Directors Club of New 
York has been dedicated to an investi- 
gation of this theory. A number of dis- 
tinguished men in a variety of fields 
will be brought together here to discuss 
the matter fully, and to review the con- 
siderable progress that has been made 
by science, business and the arts in 
learning about this mysterious ability of 
gifted people to form meaningful rela- 
tions between previously unrelated 
things. 

These distinguished speakers will ex- 


plore the nature of the creative process, 
the discovery of it in the individual, the 
development of it by training and exer- 
cise, and the environmental factors that 
encourage it. 


Paul Smith 

President, Calkins & Holden, Inc. 
Director, Third Communications 
Conference 


PROGRAM 
WEDNESDAY, APRIL # 


“Welcome” speaker: Walter Grotz, 
President of the Art Directors Club 
. . « “Definition of the Conference” 
speaker: Paul Smith, Conference Di- 


9:00 a.m. 


speaker: Dr. 
Gregory Zilboorg, psychiatrist, New 
York City... “Creativity in Research” 
speaker: E. Finley Carter, Director of 
Stanford Research Institute, Menlo 
Park, California 


12:15 p.m. Luncheon—Empire Room 
* “Creativity in Humor” speaker: Victor 
Borge, pianist and international en- 
tertainer 


“The Nature of the Creative Process” 
speaker: Dr. Irving A. Taylor, social 
psychologist . . . “Mechanics of Cre- 
ativity”’ speaker: Dr. M. F. Agha, con- 
sultant art director and designer .. . 
“Creativity in Sei ” speaker: Ge- 
rard Piel, publisher of Scientifie Amer- 
ican 


2:15 p.m. 





THURSDAY, APRIL 3 


9:00 a.m. “Creativity in Engineering” speaker: 
John E. Arnold, Professor of Mechan- 
ical Engineering, Stanford Univer- 
sity, Stanford, California ... “‘Crea- 
tivity in Advertising” speaker: Saul 
Bass, designer and consultant to agen- 
cies and industry ... “Creativity in 
Marketing” speaker: Remus A. Har- 
ris, New Products Manager, Toilet 
Articles Division, Colgate-Palmolive 
Co. 


12:15 p.m. Luncheon—Empire Room 
“Creativity in Music” speaker: George 
Avakian, Director of Popular Albums, 
Artists and Repertoire, Columbia Rec- 
ords. Eddie Condon and His Band 


“The Organization of Creative Telent” 
speaker: W. John Upjohn, director of 
The Upjohn Company ... “A Case 
History on Creativity in Industry” 
speaker: Joseph A. Anderson, General 
Manager, AC Spark Plug Division, 
General Motors Corporation . . . sum- 
mation: Paul Smith, Conference Di- 
rector 


2:15 p.m. 


COMMITTEE 


Paul Smith—Director of the Conference 
Lester Rondell—Co-Director 
William L. Longyear—Chairman of the Conference 
Walter Grotz—President of the Art Directors Club 
of New York 
Garrett P. Orr—Eaecutive Board Member 
Herb Lubalin—Design Chairman 
Stephen Baker—Publicity Chairman 
Salvatore Taibbi—Advisory Member 
Fred J. Brauer 
Hector A. Donderi 
Jack Leonard a. 
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by Kim Taylor, Assistant Editor, Graphis Magazine 


In Art Direction of November 1957, Mr. William Miller gave an interesting and 
perceptive appraisal of European posters. The difference between them and the 
American counterparts is largely an economic matter as he says, but something may 
be added. The European attitude to advertising seems to be basically skeptical: 
superlatives raise smiles, insistence is suspicioned, and the ‘super salesman’ is a comic 
or tragic figure (as the other Mr. (Arthur) Miller so harrowingly showed), not a 
convincing one. Many Europeans will disregard a product for the very reason that its 
‘sold’ without subtlety, a sense of proportion, humor. They would seem to say to the 
advertiser: ‘If you speak too loud, I shall not hear what you say; and if you lack taste, 
maturity, wit, art, design, I can only feel that you are no man to know — let alone to 
make — a good coffee, a fine soup, a sound car.’ Conversely, since the artist is a respected 
figure in Europe, the firm that shows the good judgment to use good designers, is by 
implication a responsible one and its products reliable. This is selling in Europe. 

The European poster is subtle. As a tourist, Mr. Miller understandably missed the 
‘sell’ in the Cafe Hag poster he showed. His caption read ‘No product advantages .. .’ 
but this is precisely what the poster points out. Cafe Hag is a caffein-free coffee that does 
not trouble the heart and so allows sound sleep. How much better than these words 
was Leupin’s healthy red heart smiling against a blue night sky. 

I wholly share Mr. Miller’s certainty that there is talent in America to produce 
new poster approaches of this kind, his view that European artists could be successfully 
enlisted, and his plea to art directors to try a ‘well-directed European off-beat poster 
art style of campaign.’ It would seem to require a measure of faith. I have recently seen 
the original design by Andre Francois for an American product: the drawing was wittily 
done and captioned, the product named and illustrated. Its final appearance in 
America was considerably complicated by added photographic cutouts and long copy, 
all of which seems — to European eyes — not merely unnecessary, like putting legs on 
a snake or putting house paint on a red rose, but even detracts from the first simplicity, 
wit, power. Doubtless it was done in calculation of the American market of which I 
have not even a tourist view, but | must wonder if the original Francois would not 
have fully done the job for which it was designed. In a room where everyone is jostling 
for attention, trying hard to ‘sell’ himself, it may well prove that the still, quiet man 
with the certain smile will be one who most impresses and is remembered after. @ 
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Andre Francois: Not a new poster, but it 
does not date and is most typical of the 
European manner. Name of the product, 
but no words, no product shown. Product 
advantages? Note the left hand. Martini’s 
the winner. 

Herbert Leupin: For a washing powder. 
Made of curls of wool, the snowman and the 
snow at once suggest that it is safe for 
woolens and washes clean as snow. 
Celestino Piatti: For a meat soup. No words 
but actual pack’is shown. Product advan- 
tages? See it, smell it, taste it! Black outline 
on bright red; pack in actual colours. 
Savignac says: ‘A poster should be a visual 
scandal’. For a sticking plaster whose ad- 
vantages are shown as clear as could be. 
Herve Morvan: For a biscuit that is obvi- 
ously very pure. 

Herbert Leupin: For a sparkling mineral 
water. White dots on blue ground; actual 
red, black and white label. 

Savignac says: ‘The product must not be a 
trite and superfluous element .. . it must 
become an actor, and speak lines.’ Tall 
colourful flowers clearly result from the use 
of these garden seeds: the pack is shown in 
full colour against a dlack ground. 
Celestino Piatti: For a Swiss magazine (The 
Observer) that searches out and guards 
against social evile. The ‘observer's’ head is 
in the form of a pike of the old Swiss guards. 
Brilliant. colours enclosed by thick black 
lines on off-white ground. 

K. Winter and H. Bischoff: Design for Ger- 
man railways to suggest sending luggage in 
advance: the idea is made visually clear. 









SOCONY-VACUUM 








1) 2) 


TO BUILD A CLOSER IDENTITY... 








Socony Mobil’s new 
identification device 
is at the heart of 


the redesign program 








1) Old Mobilgas shield sign didn’t have 
sufficient impact on modern highways. 

2) About eighteen months of research and 
design went into the development of 
the new device, shown here. 

3) Socony Mobil experimented with many 
materials and structural techniques 
for the new signs. 

4) Emblem is being displayed on all 

quip t. This is S y Mobil’s new 
credit card imprinter unit, designed by 

7 Peter Schladermundt Associates. 

5) Truck markings are reproduced in 
scotchlite which reflects light, glows 
at night. 

6) Internally lighted signs of acrylic 
are also furnished. 

7) The flying red horse is boldly displayed 
on the stack of new tanker, together with 
the V-shaped lower border which 
characterizes the new emblem. 

8) “Spectaculars” include all el ts of 
the basic design, but in different relation. 
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After an intensive design-research pro- 
gram by Peter Schladermundt Associates, 
New York industrial-design firm, Socony 
Mobil Oil Company, Inc., has adopted 
a new identification device. The old 
Mobilgas shield, a familiar sight at Mobil 
service stations the world over, is grad- 
ually being replaced, and the new de- 
vice is being used to mark all the Com- 
pany’s equipment and products. 

The change in identification device 
was a follow-up of the change of the 
Company's name from Socony-Vacuum 
Oil Company to Socony Mobil Oil Com- 
pany. Together, these changes will help 
build a closer identity between the Com- 
pany and its entire line of Mobil 
products. 

The growth of Socony Mobil over the 
years has resulted, in part, from one 
merger and from the acquisition of 
several affiliates, the largest being Gen- 
eral Petroleum Corporation, headquar- 
tered in Los Angeles, and Magnolia 
Petroleum Corporation in Dallas. 

An understandable consequence of 
this growth was the confusion in the 
minds of consumers when the Mobil 
brand name was adopted to identify the 
automotive products of the parent com- 
pany and all its affiliates. A market sur- 
vey several years ago revealed that only 
about 50 per cent of Mobilgas users re- 
ferred to the gasoline by a name that 
included the word “Mobil”. Most of 
the balance called it “Socony”, “Mag- 
nolia”, “General Petroleum”. A few 
called it “Flying Red Horse”, and some 
even called it “Standard”, the brand 
name of competitive gasoline. 

The Flying Red Horse, one of the 
most famous symbols in the world, has 
been used by Socony Mobil and its pre- 
decessor companies for 45 years. But 
even so, another survey showed that 
barely 60 per cent of Mobilgas users 
associated the gasoline brand name with 
the Flying Red Horse. 

At the outset of the redesign project, 
a series of exhaustive tests was con- 
ducted, including consumer surveys by 
Alfred Politz Research, Inc. Socony 
Mobil’s market research and analysis de- 
partment planned and coordinated the 
preliminary program so that when ac- 
tual design was initiated Peter Schlader- 
mundt Associates had at hand a large 
body: of findings from which optimum 
specifications for the various elements of 
the new sign could be established. Re- 
search and design proceeded concur- 
rently, and the new device is, in effect, 
a translation of factual information into 
terms of design. 

Early tests evaluated the old Mobilgas 
shield and the signage of Socony Mobil’s 
competitors. The shield, somewhat co- 
Jonial in character, had been designed 





























to harmonize with the company’s early 
service stations in New England. Under 
modern highway conditions, however, 
it wasn’t providing sufficient impact. 
Later testing was conducted to deter- 
mine ideal colors and type face and 
ideal relation between the word “Mobil” 
and the Flying Red Horse. 

Schladermundt’s surveys showed that 
on the shield the Flying Red Horse and 
the word “Mobil” competed with each 
other for attention. They were displayed 
with nearly equal prominence. Schlader- 
mundt recommended that one element 
be emphasized in order to command 
attention, and his recommendations 
were confirmed by a special survey by 
the Politz organization. On the new 
device, the Flying Red Horse occupies 
about 3 per cent of the total area as 
against 12 per cent on the earlier shield, 
the word “Mobil” 29 per cent as against 
15 per cent before. 

The word “Mobil” is, in fact, the 
dominating feature of the new identifi- 
cation device. It appears in bold blue 
letters on a white field. The background 
is a distinctive shape with a broad, 
shallow, V-shaped border of red which 
makes an effective focus on the Flying 
Red Horse. 

Socony Mobil colors — red, white, and 


blue—have been retained and _ will 
be identical in all media. Blue was 
selected for the word “Mobil” because, 
against the white background, it pro- 
vides maximum visibility at long range. 
The red provides warmth, adds drama. 
On station signage the red V-shaped 
border has the effect of leading the eyes 
of motorists toward the station. 

Long range legibility was the govern- 
ing factor in the design of the type face, 
which has been extended into a com- 
plete Socony Mobil alphabet for use in 
lettering all signs, advertising, and dis- 
play material. 

The general spirit of the new design 
in color form and graphic treatment is 
crisp and modern. It has the impact and 
simplicity required of an identification 
device and it will be rapidly recognized 
and easily remembered. And it is de- 
signed to be as suitable and effective in 
miniature on a small business card as 
on the side of a huge bulk plant or an 
oil tanker. 

Variations on the basic design were 
also developed for special uses—for cer- 
tain products and for so-called “spec- 
tacular” signs. These “spectaculars” make 
full use of the display value of Socony 
Mobil’s Flying Red Horse and establish 


it, without question, as the symbol of 
Mobil products. 

The Flying Red Horse has been 
slightly modified by Peter Schladermundt 
Associates. It has been simplified, and 
superfluous detail has been removed 
with the result that it is stronger, more 
forceful. Its basic character, however, 
has been so carefully preserved that only 
the most observant will notice any 
change. And the Flying Red Horse will 
now always be associated with Mob.1 
products because of its application on 
the basic identification device. 

The gigantic job of changing from the 
old shield device to the new design is 
well underway. Conversion of station 
signage is progressing. New oil truck 
and tanker markings are being repro- 
duced in “Scotchlite” brand reflective 
sheeting which reflects light with a clear, 
glare-free brilliance and which will serve 
as dramatic travelling advertisements for 
Mobil products, 24 hours a day. Com- 
pany ads feature the new device, and 
replacement of stationery, order blanks, 
invoices and the like is nearing com- 
pletion. 

Socony Mobil has established univer- 
sal standards for use, display, and. pro- 
motion of the new Mobil emblem in all 
operating activities to assure that it will 
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be used to maximum advantage all over 
the world. 

Socony Mobil’s over-all redesign pro- 
gram extends beyond the development 
of the new identification device and its 
application to products, facilities, and 
equipment. Working in collaboration 
with Socony Mobil engineers, Peter 
Schladermundt Associates have recently 
completed design of a new plastic-and- 
steel credit card imprinter unit which 
is easy to affix to any surface, easy to 
maintain, and functionally more con- 
venient than the standard unit. PSA has 
also developed new housings for the 
Mobil “Start-o-Scope”, a portable battery 
testing unit used by service station at- 
tendants, and for the newly released 
“Mark II” batteries, which are more 
durable than the former models and can 
be stocked wet-charged. 

While improved functional efficiency 
was a major purpose behind these design 
projects, a secondary objective was based 
on marketing considerations. Like the 
new signage, the appearance of the 
products suggests reliability, precision, 
convenience, dependability. And the co- 
ordinated use of the new device to iden- 
tify all products and services relates 
these qualities to the Socony Mobil Oil 
Company. * 
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9) When the basic concept was determined, many variations were evaluated. 


10) New emblem appears on back of all trucks. 

11) A “Spectacular” in Algiers shows the word “Mobil” in Arabic. 

12} Same treatment appears on Socony Mobil’s new “Mark IT’ batteries, 
recently designed by Peter Schladermundt Associates. 

13) Design is applied to merchandising racks. 

14) The new emblem is appearing all over the world. 

15) A variation on the basic design is used for “Spectacular” signs. 
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Outdoor advertising, through sheer size, 
has the potential to power a message 
home, to be highly sales effective. 
Through strategic positioning and repe- 
tition of viewing its impact potential is 
unrivalled. 

Despite these very real marketing 
strong points, the American outdoor 
poster simply isn’t as important a sales 
tool as it could be. The fault, in the 
opinion of many close to the problem, 
lies not with the media but with those 
who make use of it. 

Outdoor advertising men preach bold- 
ness and power in conception, develop- 
ment of the unusual idea, attention 
arresting and holding illustration, de- 
sign simplicity. These are the points 
that are emphasized to judges of the 
annual exhibit of outdoor advertising 
art. 

The 26th competition was judged re- 
cently by a 14-man team of art directors, 
editors, company and advertising execu- 
tives. In an unique procedure, the de- 
signs passed before the jury on a con- 
veyor belt in a darkened room, with 
only one design visible at a time. To 
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vote, the juror pressed a button at- 
tached to his chair. After a 10-second 
exposure a lighted panel recorded the 
total vote. Lou Ingwersen, chairman of 
the judging committee and AD and Vice 
President with J. Walter Thompson Co., 
Chicago, varied the procedure from 
category to category. For large cate- 
gories the jury pressed buttons to elimi- 
nate designs, voted for winners on a 
second run-through. Smaller categories 
were run through once without voting, 
then a second time for voting. The pro- 
cedure made for an impersonal, majority 
rule system, eliminated much contro- 
versy and discussion by eliminating at- 
tempts to influence other judges, per- 
mitted the team to judge the large show 
in comparatively short time. 

The top pieces chosen, and the win- 
ners in each category, were generally 
well received by the jury. But it was 
felt that too high a percentage of the 
pieces entered in this national show 
were not outstanding and that many 


were simply not good posters. 
In this advertising era, so conscious of 


the power of visual communications, 
one might expect the poster to be the 
pacesetter for effective advertising tech- 
niques. But too many advertisers and 
agencies produce posters that are con- 
fused rather than simple, totally lacking 
in power and devoid of emotional ap- 
peal, are often unreadable, and don’t 
even display clear thinking in organiza- 
tion and presentation of a message. 

Outdoor Advertising Inc., and such 
large poster companies as General Out- 
door, Foster & Kleiser, Donnelley, etc., 
as well as the Art Directors Club of 
Chicago, who sponsor the show, do so 
in the hopes of reminding the advertis- 
ing world of the potential power of the 
poster, and hope, by showing off the 
best posters of the year, to encourage 
other advertisers to use the medium and 
to use it to full effectiveness. 

A judging problem, common to many 
exhibitions in the advertising art field, 
is the ability to see a single poster in a 
series and assess it on its individual mer- 
its. Some poster campaigns seemed par- 
ticularly effective because of the cumu- 
lative effect of a well integrated series 
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FIRST GRAND AWARD 








Art Director 





Charles Az and Robert Cargill 
wslinianscoketidig aastaaeaaiia N. W. Ayer & Son, Inc. 
Lseckisbacipheh aunt McCandlish Litho. Corp. 







Liscceecsashentigtiahaighanll York Air Conditioning 






Lithographer..................... Gugler Litho. Company 






of posters although individual posters 

































in the series were not outstanding on 9) Advertiser............. Consolidated Foods, Canner & 
am own. In - momentum of Judging i NA RPh: ¢ George Roth 
there is a tendency to become enthusi- aaah MOON a cacscarascsccadeectinss Donald R. Young 
astic about a great campaign and asa Agency puocsssdtsticeccontesecheduanuce D’Arcy Advertising Co. 


> corollary to simply pick the best piece 
in the campaign and consider it out- 
standing. Upon later reflection that 
piece may be found not to look as well 
by itself. The judging system, whereby 
the designs By cae cma had at a POWERFUL MEDIUM 
least two run throughs, tended to mini- 
» mize this problem. 
There a sa also many posters in the all too of ten 
show with outstanding illustration or 
particularly good photography but 
which were cluttered up with either too used to least advantage 
much copy or with poor design and a 
confusion of elements. 
3 Of the Ist prize and Grand Award 
winners, only one was primarily photo- 
graphic. Nine were cartoon or used 
humor as their primary emotion and 
two others, although employing realistic 
illustration used a smile provoking situ- 
ation. The three Grand Award winners 
» and some of the best-in-category posters 
are shown here. . 
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To 


Robert West, Vice President 


and Head Art Director 


Sullivan Stauffer, 


Colwell & Bayles, Inc. 


UNFAIR 


"COPY WRITERS 


ART DIRECTORS” 


A 


This article is based on Mr. West’s ad- 
dress to The Print Creative Workshop 
of the 4A’s 1957 Eastern Annual Con- 
ference. 





First of all, I'm going to do something 
that may come as a shock to Copy- 
writers! I’m going to lengthen a head- 
line. I think the subject of this article 
should be: “Some Copywriters Are Un- 
fair to Art Directors.” So throughout 
the following remarks please remember 
that they apply to some, not all, Copy- 
writers. 

For years I have looked at blank un- 
comprehending faces, while trying to 
explain the job of an Art Director. 


Did I do the illustrations? No! 
Did I take the picture? No! 
Did I write the headline? No! 


Well, what did I do? I directed the 
advertisement. 

All of the elements in a print ad or 
television commercial must be designed 
into a format that presents them to the 
consumer in proper sequence and with 
the proper emphasis. This is art direct- 
ing. The Art Director’s responsibility is 
to present the idea that sells the product. 

Here is where some Copywriters seem 
to part company with the Art Director. 
They think he lives in a little ivory 


tower, is impractical, and only wants 
to make pretty pictures. They fail to see 
him as a craftsman, taking their copy, 
and putting it in a perfect setting to be 
read and understood by the consumer 
. . . the consumer who is flipping pages 
or casually watching television. The Art 
Director’s job is to attract and interest 
the reader or viewer into the copy story. 
For the finest copy that is not read will 
never sell a product. 

At times the illustration—be it art or 
photography — should dominate. Other 
times, the headline may carry the news 
and excitement. Much like our daily 
newspapers. The other elements—prod- 
uct picture, subheads, body copy, small- 
er illustrations and logotype—must be 
given their proper emphasis. 

Let me then say for this discussion— 
the Art Director is a reporter. And the 
Copywriter is also a reporter. They are 
reporting news and information to read- 
ers and viewers, and creating a desire 
to buy or own products. 

The Art Director is reporting visually, 
telling his story with pictures, and ar- 
rangement of elements. If the picture 
is superb and tells the story, very little 
copy is necessary. A magazine cover is 
the best example of picture reporting. 
Some of Norman Rockwell’s covers have 
been masterpieces of storytelling. Some 
of our top circulation magazines have 
been built on picture reporting, and are, 
in a large way, responsible for the high 
quality of photography today. 

The Writer is reporting with words, 
facts, details, and tries to have big news 
or benefits in the headline. If the words 
are powerful, packed with interest, that’s 
all that is necessary. Here are examples: 
“The King is Dead.” “Armistice Signed.” 
“Income Tax Abolished.” Who needs a 
picture for these! 

This difference in reporting is the 
villain that often causes trouble between 
art and copy. When these two points of 
view are in balance we have the best crea- 
tive combination. A Copywriter and Art 
Director working together, with flexi- 
bility and respect for each other’s views, 
make the finest print campaigns and 
television commercials. In television, this 
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feporting reaches new heights. Pictures, 
words, motion, opticals, supers. All the 
ticks of the laboratories. The ultimate 
in creative freedom. But even in this 
wonderful flexible medium we some- 
times get out of balance, causing the 
qeative effort to suffer. 

Here are some sketches that illustrate 
this unbalance of creative effort, or more 
specifically, the subject of my talk. . . 
“Why Some Copywriters Are Unfair to 
Art Directors”. 





The Platoon System: The platoon of 
Writers pitted against a platoon of one 
Art Director. The sheer weight of 
numbers wears him down. All of his 
ideas are shouted down. After a com- 
plete brain washing, he agrees to ’most 
anything. 





A 
oe 


The Closed Mind: This person can see 


only: one solution to the problem. No 
Matter how many exciting layouts the 
Art Director makes, he keeps saying; 
“That’s good—but—.” He will never like 
anything but his own conception. His 
television scripts would make fine radio 
commercials. 





The Pass the Buck: This writer comes 
to the Art Director with a hastily scrib- 
bled headline and subhead, a vague 
description of the requirements. She 
promises, “I'll write the copy to fit the 
layout.” Now when the Account Execu- 
tive inquires about the ad the writer 
says; “Oh it’s been in the Art Depart- 
ment.” These “well-prepared” ads are 
usually done over and over. When writ- 
ing TV scripts this Copywriter always 
writes about 114 minutes’ worth and 
never understands why the Art Director 
can’t squeeze it into 58 seconds. 





The Siren: This female writer tries to 
get her way by using her obvious charms, 
and always wants her layouts done ahead 
of everyone else. 





The Word Merchant: This Writer can 
see only the words in the complete lay- 
out or storyboard—never the proper re- 
lation of picture and words. It is incon- 
ceivable to this chap that a small head- 
line set in white space will have better 
reading than large heavy type. In a 
storyboard, he prefers supers over supers 
over supers. 
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The Panic Button: This Writer charges 
breathlessly into the Art Director's office 
saying: “We have to have 3 or 4 layouts 
for a 9:30 meeting in the morning—big 
push, new approach, lots of ideas!” Days 
later, it turns out the Writer has had 
this assignment on her desk for ten days 
—buried under her Thesaurus and an 
old copy of Variety. 





The Clipper: This girl has spent the 
better part of a week (and nine-tenths 
of the time before due date) looking 
through old magazines for the picture 
that is just right for her ad. Now there 
is nothing wrong with clipping as such, 
but if she had talked to the Art Director 
earlier she would have discovered he 
had the very same picture in his scrap 
file. Instead, she wasted everybody's 
time. In the final layout, they used a 
completely different approach and it 
was done over the week-end. 





The Flim-flam: This Writer has been 

to the Boss! He says; “J.B. wants it 

exactly like this. A little more flair, but 
(continued on page 155) 
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HAVE YOU NOTICED? 


Coronet’s new look includes 
photo covers, new logo, 

and fresh art and photo 
approaches inside the book 
done by a new crew of artists, 
designers, photographers 
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1) High contrast photo effects by Edstan 
2) Collage by John Alcorn 
3) Photogram by Martin Rosenzweig 


Rosenzweig art director of Coronet 


the past few months, step by step, 
ronet magazine has been introducing 
ments of a new visual vitality pro- 
tam. Martin Rosenzweig, formerly AD 
Industrial Design, is Coronet’s new 
iD. November 1957 was his first com- 
issue. In the few months since he 
gone a long way to give the maga- 

a more contemporary feeling, a 
look-alive and exciting personality. 
'The cover, for example, is now all 
oto. Previously approximately 9 paint- 
ngs and 3 photos were used a year. Aim 
to make the cover less like a spot illus- 
tion, give it more poster impact. The 
pver photos are either assigned or 
ulled from sources, aim to be documen- 
, direct, colorful Americana. Dye 
fer prints are made for each cover 

p allow color changes and retouching. 

The new logo finds the initial cap 
“C” pulled down to match the size of 
the other letters but its width kept as 
was. The whole logo is raised slightly 
in position. 

New (for Coronet) art forms are in- 
side the book. Photograms (such as the 
leaf in the Autumn story, by Betty Ros- 
enzweig, a conductors hand and baton 
>,on the record page, by Martin Rosen- 

zweig) give change of pace to the book. 

You'll see such artists as John Groth, 

Irene Haas, Tomi Ungerer, Eugene Kar- 

lin, Al Shean, Tom Allen, Robert Engle, 

Robert Ziering, Herb Danska, Al Sher- 

man, and Robert Shore represented in- 

side. New Photographers include Susan 

Greenberg and John Gerdts. Special 

contrasty photo effects are developed for 

Coronet by Edstan studios. Blue and 

orange duotones are used to get a fuller 

color range than the former green and 
orange yielded. Bright, strong letterpress 
colors are being used in place of the 
former muted colors. More design is 
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4) [ustration with individuality 
5) Designed page 
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6) Covers old and new: August 1957 and April 1958 


being used, to capture the symbolism of 
stories and textured collage-montage art 
is used for change of pace. 

This wide range of art-design-photo 
talent is calculated to give the magazine 
visual vitality by sheer change of pace 
as well by the freshness and creativity 
of each artist used. Groth and Karlin, 
for example, are outstanding for getting 
emotional quality into their work, for 
combining good drawing with strong 
feeling. On the light side, Ungerer (a 
former Art Direction Upcomer) has a 
very individual and keen sense of humor 
which projects through his work. 

Even the departments are getting face- 
lifted. Rules have been ruled out for 
the “Dear Reader” feature. The Coronet 
symbol is used in a repeat strip pattern 
as a decorative rule. New typeface is 
highly readable Textype. 

“All About You” switched from Beton 
to Textype. Woodcut illustrations by 
Ellen Raskin give the page its own per- 
sonality. Whole layout is more contem- 
porary, switches from wide type lines to 
two column setup. 

“Entertainment of the Month” 
switched from three display faces to 
one (Fortune), coordinates with other 
departments using Textype for text, re- 
peats its new logo on each page of its 
section. 

“Products On Parade” uses a new 
logo set in Fortune. The opening page 
of the editorial section of the book gives 
the whole book its pace and must make 
a strong impact. It has been completely 
redesigned. And one-page features have 
been freely designed to have an impact 
and personality of their own, to contrast 
with facing and surrounding pages. 

Working with AD Rosenzweig to 
achieve Coronet’s new look is Art Editor 
Jack Reich and Art Assistant Gil Gold- 
fine. * 
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December 1956. Apparel Arts 
features pix of products. 
Summer 1957. Name Apparel 
Arts is a little smaller and 
subtitle Gentlemen’s Quar- 
terly appears. 
Fall 1957. AA and GQ share 
billing as the reader, or 
someone the reader would 
like to be, adorns the cover. 
Winter 1957. GQ takes over 
on a glamor-galore back- 
ground. 




























e 


Al Greenberg 


a male logue... 


Like a butterfly developing in predetermined steps from 
larval stage, to chrysallis, to a beautiful creature, Gentle- 
men’s Quarterly developed in carefully planned stages from 
a completely trade book, known as Apparel Arts, with 
name change effected in 3 stages. 

Unlike the butterfly, GQ hopes for a long as well as a 
beautiful life. AD Al Greenberg gradually changed the 
cover style to a fashion-mood approach and effected the 
name change as shown in the five accompanying cover 
illustrations. 









Current cover. 


Typic 
and « 
curre 


Gentlemen’s Quarterly is a Vogue-like consumer book that only a year ago dhbade , 


In 1958 the “quarterly” plans 8 issues. Its present 
circulation of 35,000 is aiming for an expansion to. 100,000. 
GQ uses special paper inserts, plenty of full color, and 
letterpress, gravure and offset to give it beauty, change 
of pace and that “something special” feel. Photographer 
and former specialist in women’s fashion photography 
Emma Gene Hall does most of the book. Some typical pages 
and spreads from this high-fashion consumer book are 
shown here. Book is published by Esquire Publications. @ 
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Typical pages 
and spreads from 
current issues. 


mirade magazine 


Art Direction / The Magozine of Creative Advertising / April 1958 





108 


William Bunce, designer, CBS-TV 


ORIGINALITY IS THE FORMULA... 






TV titles blend strong ideas which capture feeling of the 
show, execution related to character of show, plus pleasing 
and arresting total effect. 

Is there any formula that will insure a good commercial 
design? 

I think there is. As a designer for CBS television, my job 
is to produce promotional art work for shows, many of which 
have been running successfully for several years, and to 
bring a freshness and stimulating interpretation to the 
design, without repeating previously used symbols or ideas. 

The first part of my formula is not te have a formula at 
all—at least no rigid formula. And yet the final result unques- 
tionably contains at least three basic ingredients, happily 
blended to convey the feeling in essence of the show itself. 

Number one of this three-part formula is a good strong 
idea, which captures the essential feeling of the show. For 
example, “MAMA” —a show that takes its name from the 
central character, a warm intelligent woman who guides her 
family through homey crises at the turn of the century. Bone 
and crimped hairpins were used to spell out the name of the 
show. This then, was the “basic” prop or “idea” that was 
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used to depict the quality of the show itself. And this same 
device lent itself very happily to the second part of the 
formula. 

Here’s how. The hairpins established the time, and essential 
quality of the leading character. The execution of the idea 
is the second part of the formula. This should relate also to 
the character of the show. For example, had the hairpins 
been widely scattered around in helter skelter fashion, the 
relationship of the hairpins to the character would have been 
lost... for “MAMA” is a wise, contained and modest person. 
So the second part of the success formula was achieved by 
using the hairpins to quietly, sedately spell out the title of 
the show itself. 

Typical of the hindsight that so frequently plagues most 
creative effort, it was felt later that the additional use of 
lace doilies as background to the hairpin spell-out of word 
MAMA would have softened the design further, and more 
possibly would have pinpointed the era for the tv audience. 

Part three of the formula is really the successful com- 
bination of the first two. That is, the total effect. This must 
be pleasing or arresting to the eye of the viewer. It is not 





enough to have a good idea, suitably executed, unless the 
whole of the two parts add up to that elusive, intangible 
something that makes the art director say—“That’s it” and 
makes the home viewer sit back in happy anticipation of what 
that hour or half hour will bring. 

Conversely, no execution, no matter how beautiful, can be 
a complete design without a basically sound idea. And of 
equal waste is a good idea that falls short in execution. 

Now, to return to my opening statement, the importance 
of having no rigid formula. By this I mean that each problem 
should be approached as a fresh new challenge. I think it is 
important not to be stymied or bound by what has previously 
proven successful—and to feel that only a variation of that 
approach will produce new and continuing successes. For in- 
stance, if a decorative illustration has proven successful in 
the past, I think it is a mistake to think that only a decorative 
illustration will prove successful in the future. Perhaps a 
combination of a type layout with a cartoon as part of the 
type, or the use of paper sculpture, or a three dimensional, 
or a@ painting, or photographic effect might prove equally 
successful. * 
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For maximum color power you need 
the finest in fluorescence 
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UPCOMING LETTERER 


Wilbur Hoerr was painting grocery store signs when he was 12, 
and years later painted a few more signs, throughout Eurvpe, 
thanks to the Engineer Corps. He studied at Chicago’s American 
Academy of Art, worked in Chicago with Grant-Jacoby Studios, 
and Warren Wetherell and Associates. After 4 years of Chicago 
studio work, back to Peoria and freelancing, where he has been 
for the past 7 years. A hand-letterer, Wilbur Hoerr does finished 
art, layout lettering, and presentations, runs an art studio 
specializing in lettering. He’s designed alphabets for the photo- 
process field (for The Headliners) and his clients include 
Caterpillar Tractor Co., Keystone Steel and Wire Co., and 

ad agencies in Peoria and Bloomington. 
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Cincinnati’s 
6th annual 
at the 
Cinceinnatr 
Art Museum 





Guest speaker William H. Schneider and show chairman 
George Tassian inspect a winner. 





The Art Directors Club of Cincinnati held its 6th annual 
Exhibition of Advertising and Editorial Art at the Cincin- 
nati Art Museum. Guest speaker at the awards dinner was 
William H. Schneider, Vice President and Creative Director 
of Donahue & Coe. The awards were presented by club _—— 





1) Designer: Noel Martin 
Advertiser: J. W. Ford Co. 
2) Artist: Charles Harper 
Studio: Schaten Studios 
AD: V. C. Rader 
Advertiser: Proctor & Gamble Co. 
3) Designer: Hazelwood 
Studio: Frank Hulefeld Assoc. 
AD: Ralph Pollard 
Advertiser: Proctor & Gamble Co. 
4) Designer: William McLaughlin 
AD: George Tassian 
Agency: Farson, Huff & Northlich 
Advertiser: Mosaic Tile Co. 
5) Artist: Justin H. Kendig 
Studio: Hessling & Kendig 
AD: Richard Reif 
Agency: Farson, Huff & Northlich 
Advertiser: R. K. LeBlond 
6) Artist: Tom Gray { 
Studio: Charles L. Eppinghoff Studio 
AD: Wm. M. Berta 
Advertiser: H. & S. Pogue Co. 
7) Designer: Paul Stewart 
Advertiser: Cincinnati Gas & Electric Co. 















CATCH THE EYE...CAPTURE THE SALE!... 


LITHOGRAPHED DISPLAY ROLLS 
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THEY ARE VERSATILE... BG ry 
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Start sales rolling! CONTINUOUS DIS- 
PLAY ROLLS help you sell profitably. 
They make it easy for you to catch the 







































EFFECTIVE... 






buyer’s eye, and put your message 









2 Pais : | across. Retailer and dealer acceptance 


Atihe bes + is high, because rolls have many uses 
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. . for windows, walls, store fronts, en- 
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JELIVIUUS | trances; hang over wires, use as table 














skirts, display drapes, or island wraps. 
Available 20 to 150 feet, lithographed 
in flat or full color process, on coated 
or offset paper. Use CONTINUOUS 


DISPLAY ROLLS, the biggest bargain 
in point-of-purchase display material. 
ECONOMI a ee ee wale wal OR mache. 
fect Semsijig ec tn Town! Mast Setting Tenn Town! ‘Mast SereyingToutaToun! Mast Setjing Touts Town! Ment Setiejng Tonto Tou 
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SEE US AT THE 
POPAI SHOW tHe PROGRESS 
April 15, 16 and 17-Booths 70 & 71 LITHOGRAPHING CO. 
Hotel Sheraton - Astor, N. Y. Cincinnati 37, Ohio ELmhurst 1-1900 




























president Sam Lipson and show chairman George Tassian. 
The award winning pieces shown here are representative 
of the 50-odd awards made. 


Photographer: Royce P. Frankefield 
Studio: Schaten Studios 

AD: J. C. Johneon 

Advertiser: King Records 

Designer: Robert T. Hayes 

Studio: Academy Pictures 

Agency: Ralph H. Jones Co. 
Advertiser: The Drackett Co. 

Artist, Studio: Joan Eby 

Advertiser: Henry Harris 

Designer: John Wilbur 

Studio: Wentzel, Wainwright, Poister & Poore 
AD: R. H. Clawson 

Advertiser: Proctor & Gamble Co. 
Designer: Lawrence Zink 

Agency: Ralph H. Jones Co. 
Advertiser: Crosley Broadcasting Corp. 
Artist: Harold Fisher 

AD: Lawrence Zink 

Agency: Ralph H. Jones Co. 
Advertiser: Crosley Broadcasting Corp. 
Designer: R. P. Vuillemenot 

Studio: Donald Deskey Assoc. 

AD: R. H. Clawson 

Advertiser: Proctor & Gamble Co. 
Designer: Charles Harper 

Studio: Schaten Studio 

AD: J. C. Johnson 

Advertiser: Emery Industries 
Designer: Robert Smith 

AD: George J. Tassian, William McLaughlin 
Agency: Farson, Huff & Northlich 
Advertiser: Mosaic Tile Co. 
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~ Sam Kaiser 


: Herman Temple 





: Victor Sedlow 








“It has often been said that movie ad- 
vertising is for the most part lamentable. 
It must be said again.” With these words 
Kim Taylor, of Graphis magazine, 
opened his article in the November 
issue of Art Direction, commenting on 
the film poster. He found the European 
movie poster and promotions generally 
superior to the work done in this field 
in America. 

Some American designers say this just 
isn’t so. At least, the film promotion 
design picture isn’t all black. Some new 
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out on a 


limb... 


attempting to create and sell 


contemporary design and 


illustration for movie 


promotion puts the designer 


way out on a limb 


CINEMASCOPRE come ofr az Lipesns’ = COMARLES WIIOR neces. San OONr Melee: B3~ 


and modern design is being created for 
movie ads and posters. On the West 
Coast Saul Bass has had much success 
in this respect. Here in New York the 
studio of Kaiser Sedlow & Temple Inc. 
is going way out on a limb trying to sell 
more good design, more contemporary 
illustration and photography for mer- 
chandising films. Not all of the studio’s 
work gets sold, but much of it is incor- 
porated into movie companies promo- 
tions. The battle that some design firms, 
such as KS&T, are waging to bring film 
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promotional material into 1958 is of 
interest to all in the visual communica- 
tions field. 

Sam Kaiser of KS&T writes: “The 
recent and important Opinion Research 
poll on movies in this country reveals 
that large sections of movie-goers look 
at, read and are influenced by the movie 
ads in the papers. There is every indica- 
tion that more and more they are re- 
sponding to design and “sell” that de- 
parts from the hackneyed and banal. We 
accept this as our creative challenge, 
and dedicate ourselves to the creation 
of a high order of visual material, not 
however divorced from its legitimate 
commercial purposes.” 

The studio usually works from a script 
of the movie and whatever photographs 
are available. Sam Kaiser is the mer- 
chandising and copy man, Victor Sedlow 
and Herman Temple are designers and 
visualizers. Following a joint confab, de- 
signs and layouts are developed and 
comprehensives of ads, posters, displays 
made up. Frequently the creative theme 
is extended into the preparation of 
trailers, TV spots, titles, lobby displays. 

Often the designs are accepted and 
produced as presented. And often they 
are modified, or only elements of them 
are accepted. KS&T work shown here 
includes some jobs as they appeared, 
some in presentation form. 

KS&T and some other creative studios 
serving the movie industry are out on 
that limb trying to sell better design 
and better art for better communication 
and better selling. American film adver- 
tising is less “lamentable” today than it 
was yesterday, thanks to the efforts of 
those who combine creative talent with 
business courage in working with movie 
companies and their agencies. * 
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WriTERALL 4-578! 


HUMOROUS ART 
AND DESIGN 


BERNARD 


GLOCHOWSKY. or creative 


drawings in a variety of techniques 
GLO-ART PRODUCTIONS 


154 EAST ERIE STREET « CriCaGO 1) ILLINOIS 


Chicago’s award winning Playboy 


magazine’s 
promotion 
AD Emmett McBain won recognition 
from Billboard for his cover for the 
Playboy Jazz All Stars Album chosen 
by Billboard as one in its two series: 
outstanding new jazz release of the week 
and album cover of the week. Display 
value of the bright and tight design 
and its “outstanding artistic merit” were 
cited. Glossy black cover carries on front 
in white a vertical listing of winners of 
the Playboy jazz poll, in small type, 


album cover 





Pavil P..sen 


410 North Michigan Avenue 
Chicago 11 SUperior 7-3122 


lower case. Playboy’s rabbithead stamps 
the center. Title makes splash of bril- 
liaint colors (red, yellow, blue plus spots 
of dull gold) across. Back cover has color 
spots (first letters of given and last 
names) scattered through white letters 
composing names of poll winners. 
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Chicago art studios 
elect W. D. Faivre president 


The Association of Art Studios in Chi- 
cago, Inc. elected as president William D. 
Faivre, vice president of Vogue-Wright 
Studios. Stanley A. Anderson of Berlet- 
Anderson-Marlin, Inc. was elected vice 
president. Bert Ray of Bert Ray Studios 








SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 











was elected treasurer. Faivre plans to 
continue the development of educa- 
tional programs for art talent in the 
Chicago area. He will also direct the 
issuance of periodic reports on specific 
business conditions, review and expand 








the programs of the association, and 
will initiate a drive for more art studio 
members. 


Chicago Federated Advertising 
elects, dedicates new HQ 


Installation of new officers and dedica. 
tion of new headquarters were simul 
taneously held by the Chicago Federated 
Advertising Club. New officers are presi- 
dent J. Chalmers O’Brien of Carson 
Pirie Scott & Co.; first vice president 
Frank M. Baker of Grant, Schwenck and. 
Baker; second vice president Genevieve 
Raymond of Montgomery Ward & Co.,; 
third vice president Norman C. Lind 


quist of Ziv Television Programs; secre- 


tary Richard C. Eaton of Curtis Pub- 
lishing Co.; treasurer Joseph J. Hen 
nessey of Sherman-Hennessey Printing 
Co. 

New headquarters of the CFAC, 36 S$. 
Wabash Ave., contain 4000 sq. ft. of 
club facilities including a large dining 
room, lounge and offices. 

Directors-at-large installed at the cere 
monies include Harry E. Collins of 
Collins, Miller & Hutchings; A. J. Cusick 
of General Outdoor Advertising Co.; 
Charles D. Downs of Abbott Labora 
tories; Frank D. Ewing of Fenshold Ad- 


vertising; George Frank of the Chicago| 


American; Chester R. Green of Kraft 
Foods Co.; W. A. Jimison of the Borden 


Co.; G. Bowman Kreer of Campbell 
Mithun; Robert Kubicek of Zenith 
Radio Corp. 

Design in Chicago I 


April 11-May 18 


Society of Typographic Art’s $1st Annual 
Design in Chicago Printing Exhibition, 
to be held in Gallery 11 of the Art Insti 
tute of Chicago April 11 to May 18, will 
present the outstanding design in printed 
advertising produced in the area. The» 
exhibit pieces will be interspersed with 
photographs and explanatory copy © 
demonstrate the part that printing plays 
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agency: FOOTE, CONE & BELDING 
art director: ORVILLE SHELDON 
| client: HIRAM WALKER 


agency: BATTEN, BARTON, DURSTINE & OSBORN 
art director: WM. WILLIAMS 
client: HART SCHAFFNER & MARX 
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A FLOWER grew by the wayside. No one stopped 
to say, ‘“‘Hello’’ and the little flower thought that 
no one liked it. But next spring those who had 
passed by remembered its beauty and the garden 
shop had to re-order seeds time and time again. 


D F KELLER CO Printers with imagination 


3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 


We have clients in America’s foremost 


industries and would like more 











in everyday life and to emphasize the 
importance of well designed printing in 
easing and improving communication. 
Hayward Blake, art director of Ekco- 
Alcoa Containers, and chairman of the 
exhibition, announced the three-man 
jury: John Breunig, art director of 
Foote, Cone & Belding, Chicago; Louis 
Danziger, designer, of LaPuento, Calif.; 
and George Krikorian, promotional art 
director of Look Magazine, New York. 

A meet-the-judges dinner and judging 
of the entries was held Feb. 15. All STA 
members and friends were given the 
opportunity this year to receive a first- 
hand impression of the judges’ reaction 


to the exhibition—usually only the judg- 
ing committee has this opportunity. Her- 
bert Pinzke was dinner chairman. 
Walter Severson will design the ex- 
hibition. Initial mailing pieces were 
designed by Don Walkoe, Gene Dekovic 
and Mary Ann Dorr. Judging was super- 
vised by Nettie Hart. Carl Regehr, chair- 
man of the Keepsake and Publications 
committee, will supervise the catalog 
and STA Year, the record of the show 
and of the Society's activities. 
Standards STA promotes in its annual 
exhibitions are freshness of approach, 
fitness to purpose, logical arrangement, 
and capability of successful reproduc- 


tion. Printed pieces selected for the show 
had to be designed within a 50-mile 
radius of Chicago during 1957, and 
could have been produced for companies 
or individuals under normal business 
conditions, or produced privately for 
designer or patron, or produced for the 
STA. Credits, in addition to clients, art 
director, designer, illustrator, will in- 
clude composition, engraving, printing 
and binding. 

Gordon Martin, president of STA, an- 
nounced that each entry was reviewed 
within its total category, then judged 
individually by the judges. There was 
no effort to balance the size of each 
category. Number of pieces exhibited in 
each category is limited only by the 
number of acceptable pieces submitted. 
A certificate of excellence is awarded to 
client, art director, designer and printer 
of each entry accepted for hanging. Since 
only the best pieces are included, none 
are singled out for special recognition. 

Last year more than 11,000 viewed 
the exhibition during its run at the Art 
Institute of Chicago. The exhibition is 
also circulated via a travelling slide show 
which includes explanatory material, 
photographs of all the pieces. The STA 
Year, which functions as an illustrated 
catalog of the exhibit, began publication 
in 1957. Everyone submitting entries to 
the Annual Design in Chicago Printing 
Exhibitions receives a free copy of the 
yearbook. A copy of STA Year 1957 is 
available on request from Society of 
Typographic Arts, 58 E. South Water St., 
Chicago 1, IIl. 


Magic Lantern programs 


Two last programs for this year by 
Magic Lantern Society of Chicago in- 
clude the following for April 8 and 
April 15. April 8: Suite of Faces, Parade 
of Life, both nature films; Pump 
Trouble, UPA on heart trouble; The 
Passing Hours, old clocks; Between Two 
Worlds, a ballet created for the movies; 
Van Meegeren’s Faked Vermeers. April 
15: Proem, Lewis Carroll in modeling 
clay; Sur Le Pont D’ Avignon, Norman 
McLaren doing puppets; Mr. Trull 
Finds Out; Taliesin East; Taliesin West; 
Coming Shortly. 

Magic Lantern Society is sponsored by 
the Society of Typographic Arts to per- 
mit members and others interested to 
see art, documentary and experimental 
films rarely shown in commercial thea- 
ters. Membership in the Magic Lantern 
Society is limited to 100, since the view- 
ing room, music room of the Newberry 
Library, holds only that number. Mem- 
bership cdsts $6 for the season, which 
consists of an hour and a half programs 
held on nine consecutive Tuesdays. @ 
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on the 
West Coast 


“we're Part of the Crew on Every Flight” 








Cartoons sell Air Associates, 
coast aviation parts Glendale, Calit. 

(also San Fran- 
cisco, Atlanta, Chicago, Dallas, Miami, 
Teterboro) sell their aviation parts in 
cartoon family campaign — the cartoon 
group being company’s products, who 
appear in illustration situations that 
lightly but effectively present products’ 
services, for campaign theme that Air 
Associates handles wide range of prod- 
ucts for plane construction and main- 
tenance, and is dependable source for 
parts, assemblies and accessories. Here 
products line up on wings of plane 
(“we're part of the crew in every flight”). 
In another ad they’re on a stage, spot- 


} lighted and grouped around plane (“we 


play a leading role in flight-line main- 
tenance”), etc. Agency: Bozell & Jacobs. 
Artist: Steven Vegh, Jr. Creative Direc- 
tor: W. L. Bartlett, New York office: 
Copywriter: Myron Gubitz. 


, 
W. Coast clips 


Puget Sound Council, 4A, announced 
two annual scholarships of $200 each 
will be awarded to University of Wash- 
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ington advertising students...Announce- 
ment was made at meeting in which 
Seattle offices of Hixson & Jorgensen 
and the Frederick E. Baker agencies 
were welcomed to membership... Car- 
son/Roberts, Los Angeles, has been ap- 
pointed by Paul Klein Industries, Santa 








Monica, as agency for all products under 
the “42” label, and entire product line 
of Executive Toiletries ... Association of 
Graphic Designers heard “brain-storming 
techniques” discussed at recent meeting, 
by BBDO men Laird Koenig, Bob Curl 
and Norm Church. * 
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*Philip K. Scheurer, Drama Critic L.A. Times 
Edwin Schallert, Film Critic 
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“Let me know when the show is over. 


| want to catch their commercial again!" 


It is possible to create commercials that 

add to the “entertainment” of a program. 
Commercials that become conversation pieces 
can sell a lot of product too Our designs for 
the animation sequence in “Around the World 
in 80 Days” have been hailed by critics* as 
the best part of a great show. The same talent 
can make your next commefcial a standout. 


animation, inc. 
8564 MELROSE AVENUE 
HOLLYWOOD 46, CALIFORNIA 
Olympia 2-3540 


New York + Chicago + Detroit 
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Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 


* Bourges sheets * Croftint 
* Kemort moterials * Zipatone 
* all graphic ort supplies 


Send for ovr 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 


Philadelphia’s 
Farm Journal slug 


New cover slug 
for Farm Jour- 
nal here shows 
strength, but compliments, in white, the 
cover illustration of snow on daffodils. 
Designed by Paul Panoc, assistant art 
editor, the finished lettering was done 
by Marley Hodgson, instructor at the 
Philadelphia Museum School of Art. Art 
editor Max Kille, art editor of Farm 
Journal, said changeover was made for 
“greater visibility, modern classic style, 


GHORG I. 
RARAGHAN 
voi be OF BI EG 


and trademark remembrance value.” 


Buckingham guard A pull-out 
pops out of Philadelphia 3D mailer 

of a Buck- 
ingham Palace guard marches out of 
Philadelphia for Holiday’s six-part pro- 
motion campaign emphasizing the maga 
zine’s role as basic medium for domestic 
and overseas travel advertising. Red, 
black and white humorous, clever and 
effective mailer designed by Mel Rich- 
man, Inc. Artist and AD, Ray Huebner. 
Idea for dimensional campaign by Jess 
Hadsell, Holiday’s creative manager. @ 
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what’s new 


pENCi. MAGNIFIER: For artists’ makeready 
knives, stencil knives for silk screen 
work, a 27mm pencil magnifier from 
Mark Specialty Co., 183 St. Paul St., 
Rochester 4, N. Y. At $2. Mark also has 
a double-ender makeready knife and 
markout pencil—cuts on one end, writes 

other, both marker and blade fully 
os, 67 AR Blades that fit lead 
holders and compasses, for cutting and 
for ink correction, come 12 in a vial. 
Also stencil knife, lettering pen holder 
of aluminum, other art tools and special- 
ties. Descriptions, price list from Mark. 


AMA MANAGEMENT BOOKSHELF: New 1957- 
58 catalog of all current American Man- 
agement Association publications, peri- 
odicals and films. Write on letterhead 
to Publication Sales, AMA, 1515 Broad- 
way, New York 36. 


NEW REFERENCE RULER: A new ruler from 
Colorcraft Lithographers, 175 Varick 
St., New York 14, copyrighted by Paul 
Longnecker, is a standard 15-inch rule, 
but also has a rule for measuring picas, 
agate rule, illustrations of 65, 85, 100 
and 120 line halftone screens, charts of 
poster sizes, car card sizes, a color density 
guide to show percentages of solid black 
in 133 line screens, point thickness 
guide, and other aids. 


NATIONAL STUDIOS CATALOG: Complete 
services of National Studios—supplier of 
slides to motion picture, advertising, in- 
dustrial, television fields—are described, 
illustrated in cleanly designed, red, 
black, blue and white flat folder. Serv- 
ices described concisely, illustrated lightly 
include preparing art for tv, hot press, 
slides, telops, crawls, flips, enlargements, 
mailing, free pick-up and delivery, etc. 
Catalog from National, 42 W. 48 St., 
New York 36. 


SPRAY GLASS: A clear glossy spray that is 
said to give the protection of glass is 
Marshall's Spray Glass, formula that 
hermetically seals out dirt and moisture, 
prevents ink, dyes and color pigments 
from oxidizing, fading and discolora- 
tion, according to John G. Marshall 
Mfg. Co. Odorless, dries in seconds, 
available from art stores. 
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ProType is the easiest, most 
flexible method ever developed for 
setting photographic type, lettering, 
initials—it requires no camera or dark- 
room! Using a simple working board 
on a table anywhere in the room, you 
can set any style or size of type as you 
need it. You get razorsharp, jet-black 
images on opaque paper or transpar- 


ent film. 


PROTYPE IS FLEXIBLE. You can achieve 
almost any effect with ProType... 


@ Set a letter, word, line or 
complete layout 
@ Set type in “galley” form 


a 
‘ 
4 
| 
* 
7 
s 
. 
o 


TYPE 


Filia CORPORATION 
¢ 3 Ryerson m corer :,* 


(C0 Send ProType Brochure 


























@ Set type “justified’’ to column width 
@ Curve, fie. “jumble” type £ C Arrange demonstration 
@ Space type any way you please ' 
Over 10,000 type styles, sizes available Name 
..6 to 90 Point! B cin 
% Street, 
- LINOTYPE - ) © city magi 
DAVIDSON CORPORATION ® state ¢ 
A Subsidiary of Mergenthaler Linotype Company * AD-4-8 a 
29 RYERSON STREET, BROOKLYN 5, NEW YORK & a 
Distributors in all principal cities ond Canede a ee e 


tte? 


ye 

















JOHNSTONE and CUSHING, 137 EAST S7th STREET, New York, 22n.¥ PL.3-5770 
‘ SPECIALISTS IN CARTOONS, CONTINUITIES AND INDUSTRIAL COMIC BOOKS FOR 26 YEARS 
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A complete and 


unusual studio service 
offering creative design, 
outstanding artwork and 
intelligent production 
for advertising 


and promotion. 


NORMAN ASSOCIATES 
17 East 48th Street - New York 17, N.Y. 


Contact: 





Norman Vineis 
Albert Kaiser 
Everett Moore 


EL 5-4113 








COMING YOUR WAY. 


The big news in color photography is, of 
course, the negative-positive concept. Its 
most dramatic manifestation is the Kodak 
Type C print, but there are so many other 
benefits! An eye-opening demonstration of 
the whole system is coming your way—a 
big Kodak show of color: where to use it, 
how to use it, and what it means. Don’t fail 
to attend, you'll come away with a heart 
filled with excitement. 


CITIES, LOCATIONS, and DATES: 
New York City.... Commodore Hotel.......... April 2, 3 
Boston........... Sheraton Plaza Hotel........ 18 
Detroit........... Veterans’ Memorial Building. . .April 15, 16 
Chicago.......... Hotel Sherman............. April 22, 23 
Minneapolis... . . Radisson Hotel. ............ April 29 
Seattle. ........0. Olympic Hotel. ............ May 7 
San Francisco... .. Sheraton-Palace Hotel....... May 13, 14 
Les Angeles....... Hollywood Roosevelt Hotel....May 21, 22 
BB cccccccccce Statler Hilton Hotel.......... May 27 
PEs ccccccscee Dinkler Plaza Hotel.......... June 3 
MIDs 6 ce vcccic Royal York Hotel............ June 11,12 
Montreal. ........ Windsor Hotel. ..........-. June 17, 18 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 











THE GABRIELE-SEGO CUSTOM ' TABOURET 


fingertip control. Tongue-and-groove construction. The two ai 

drawers are provided with removable dividers for pencils, 
GENUINE FORMICA WORKING TOP, drawer fronts and slide panels. A 
brass satin-finish pulls 
UPPER CABINET SPACE divided into two compartments, with two sliding| 
panels running on brushed aluminum tracks on noiseless nylon slides. 
Solid brass satin-finish knobs on panels. 

CABINET FINISH: Hand-rubbed satin non-giare finish (Walnut). All insides} 

and drawers finished with wiped Firzite and Benwood low-lustre varnish. 
All Formica solid colors in non-glare satin finish. 


DRAWERS ARE a with double-track nylon balibearing slides;! 
noiseless, 





FOUR 11”-HIGH BRASS LEGS, brushed satin finish. 


FORMICA availabie in 10 colors. Your choice of any combination. One| 
color for table top, second color for Panel Slides and Drawer fronts. 





COLORS DIMENSIONS 
BLACK Overall..36” wide a deep x 32” high 
WHITE Upper cabinet..8”high x 7”deep x 17%” 
LT. GREY wide . PRICE 
DK. GREY 4 a mpartments each, for botties, etc.) 
en top fs.23 t of | cabinet from floor to working F.0.8. 
is 23 
AQUA p dreamers, each 15” x 19” x 2%” NYC, 
PALE BLUE finside dimensions) 
PALE BEIGE One drawer, 32¥4” x 23%" x 3” 
CANARY (inside dimension) 


Now on Display, write to: 
SAM FLAX 40 East 28th street, New York 16, N.Y. > MUrray Hill 3-298 





Designed by Alfred Gabriele 
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YOU BUY 6 STATS PER DAY. 


Al: STATMASTER’ 
| costs rou NOTHING! 


The money that you are now spending on Stats alone, will pay for your STATMASTER.. . 
as well as the Stats. Comparison charts, compiled by enthusiastic owners, prove that they 
are saving from 80 to 90% of their former Stat, Film and Velox costs. What's more, they 
can now give their clients faster, better and more versatile service any hour of the day or night. 































Now... ANYONE NO MORE “DEADLINE” WORRIES! 


can make the finest, The fabulous STATMASTER offers you substantial 
savings for yourself or your clients, plus freedom from 
aggravating delays, poor quality, wrong sizes, over- 


fe] MOl-t- a time and special service charges. 
MATTE ios 7 y4\ : iy You can own a STATMASTER with a 


minimum cash investment! 


sharpest, reproduction quality 


enlarged or reduced, in line or halftone, 
negative or positive, any size (up to As little as $100.00 will place your order for a #1 
or #2 model. When the STATMASTER is delivered and 


e : installed (4 to 6 weeks from date of order), you pay 
dried .. . ready to use, in 2 minutes . . just 10% of the purchase price. 


The balance can then be divided into low monthly 
installments, with up to 30 months to pay. 
‘for as 
little as You can also lease a STATMASTER! 
STATMASTERS can now be leased for six months 
each or more, with an option to buy! Three plans to choose 


from. 

Every STATMASTER is guaranteed for long life and 
durability, and requires no maintenance. Any defective 
parts will be replaced without charge. 


= NO KNOWLEDGE OF PHOTOGRAPHY The STATMASTER is also guaranteed to perform 


exactly as advertised, or your money will be refunded 


iS NECESSARY | within seven days after installation. 
* 


Send for catalogue or come in for a demonstration and try the STATMASTER yourself! 

In New York... STATMASTER CORP., 19 W. 44th St. In Lynchburg, Va........ ....Wright & Williams, Route 29 North 
In Miami, Fla......... STATMASTER CORP., 3760 N.W. 80th St. In Ashland, Ohio .................. Smith & Fair, inc., 801 Orange St. 
In Chicago... Ted Fenberg Associates, 75 E. Wacker Drive In Toronto...........C. & $. Commercial Studios, 150 Simcoe St. 


18x24) on any grade or weight of paper, 











STATMASTER CORP. 19 West 44 St., N.Y. 36.N.Y. OX 7-9240 
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Reduced or enlarged to fit your layout! 
Negative or positive! 

No photo-print charge! 

No photostat charge! 

No minimum charge! 

Unlimited choice of styles! 

24 hour service! 

New FREE specimen chart on request 
Write or call 


RAPID TYPOGRAPHERS INC. 





305 EAST 46TH STREET, NEW YORK 17 + MU 8-2445 
Say pal, say 


SARAL ib Fee ing berlin 
Wwor- ———— ARTISTS & DRAWING MATERIA 
pus Transter Papers 
far every tracing need 
Artists no longer have to make their own 
transfer sheets—Saral is not like any other 





carbon paper—it will not retard ink or 


: ; Watclie) 1c oe 
wash and erases like pencil. 


GRAPHITE * RED * BLUE * YELLOW 


Buy Seral in 12 ft. rolls at $3.50 
or 1 sheet of each color for $1.00 


In oll better ort su stores 








what's new 


(continued) 


FREE PRERULED FORMS: Limited quanti 
of preruled forms printed on nonp 
graphic blue on paper or card stock 
offered by Line & Tone Associates, I 
33 W. 46 St., New York 36. Firm dé 
signed the original production a‘ds= 
company’s services include design and 
production for printing of booklets, bre 
chures, catalogs, etc. 


5-HOUR KODACHROME PROCESSING: Special 
service offered by Modernage, Inc., 319 
E. 44 St., New York 17 and 480 Lexing- 
ton Ave. includes a special five-hour and 
a special overnight service for Koda 
chrome processing. Five-hour work 
should be in Modernage’s hands by 
10:30 a.m. to be finished in the special 
time schedule. Overnight orders should 
be in by 4 p.m. and can be ready for 
pick up at 9:30. Modernage’s special 
magazine type of business makes them 
one of the two or three dealers able to 
receive Technicolor Corp.'s special proc- 
essing service, which helps make possible 
the special offerings. For details, call 
LE 2-4051 or PL 3-1417. 


NEW CLIP Kit: A file of ideas, ready-to-use 
art—including outer-space art of rockets, 
satellites, space man, etc.—come in new 
Art Director's lip Kit from Harry Volk 
Jr. Art Studio, Pleasantville, N. J. A free 
gift copy comes with a trial subscription 
to the art-and-idea service. 


EMPLOYMENT HANDBOOK: New Occupa 
tional Outlook Handbook, 1957 Edition, 
sold by Superintendent of Documents, 
U. S. Government Printing Office, Wash- 
ington 25, D. C. includes information 
on employment outlook for commercial 
artists. Reprints of that section are 
5 cents each. Complete book of 700 
pages, 70 charts, 105 photographs, covers | 
ing all categories, is $4. Also available | 
from regional offices of Bureau of Labor 
Statistics, U. S. Department of Labor. 


AUTOMATIC DIAPHRAGM FOR WIDE ANGLE 
LENS: The automatic diaphragm of the 
new Alpa Alpagon 35mm {/3.5 for the 
Alpa 35mm single-lens reflex camera } 
allows through-the-lens viewing and 
focusing at full aperture, and closes 
automatically to any smaller, preselected 
f/stop, as shutter is released, reports 
manufacturer. Coated wide angle lens 
has angle of view of 62 degrees, accepts 
standard coated Alpa glass filters, has 
built-in lens shade. Distances and depth- 
of-field scale are marked on lens. Dis 
tributed in U. S. by Karl Heitz, Inc,” 
480 Lexington Ave., New York 17, and” 
franchised Alpa dealers. 














STUNTS 
<2 U THAT LEAD TO SALES... 


SKILLFUL BALANCING OF THE DISPLAY PROGRAM AT 
THE CRITICAL SPOT WHERE YOUR GOODS 
ARE BOUGHT! 


Designers & manufacturers of permanent displays» 


COPPORATION 


75 Roebling Street, Brooklyn 11,N.Y. EVergreen 7-4164 


n / The Magazine of Creative Advertising / April 1958 











MORE and MORE 
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® Most convenient form of 
charcoal! 

® Remarkably smooth, strong! 
® Hold fine points, stand up 

in use! 

Charcoal Pencil made in 

4 degrees: HB - 2B - 4B - 6B 
Charcoal White Pencil: 1 degree 
Write us, Dept. E, for a free 


trial Charcoal Pencil, naming 
your favorite degree. 


GENERAL PENCIL 
COMPANY 


JERSEY CITY 6, NEW JERSEY 





are using 


MORILLA BRINGS YOU 


MORILLA 
ILLUSTRATION BOARD 


No Finer Board at Any Price 


Morilla, who brings you the world’s finest drawing papers 
(Canson, Arches, Mi-Teintes, Vidalon, Crisbrook, Strathmore, 
etc.) invites you to try another great product... 


No. 200 ILLUSTRATION BOARD 
Try it and you will use no other because No. 200 is 
® WHITER 
® HARDER SURFACED 
® THICKER MOUNT 


Made for the discriminating artist. A premium quality at popu- 
lar, low price. Withstands vigorous erasures. 
20x30 and 30x40 
Sample available. Write to-day 











r~ MORILLA Company 


330 FAST 23r0 ST, NEW YORK 10 N ‘ 
TH SS Mag ‘ Los Angeles > 














20X30 S.T. .60 22X30 DT. 75 
30X40 S.T. 1.20 30X40 D.T. 1.50 


samples & quantity prices on request 


1 doz. 1.20 Per gross 12.00 
5 gross 11.40 gr 10 gross 10.80 
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Over 
30,000 square feet... 


7 spacious 


air-conditioned floors 






























A h devoted to 
new rome for Sales Promotion Art 
Royer and Roger... Pa 
. FOLDERS 
2 We proudly announce another step in our 
; BROCHURES, 
26 years of progress ... the opening of 
BROADSIDES 
THE ROYER AND ROGER BUILDING 
CATALOGS 
41 East 28th Street 
DISPLAYS 


POINT-OF-PURCHASE 
POSTERS 

SLIDE FILMS 

TV TITLES 

SALES PRESENTATIONS 
ANNUAL REPORTS 
PACKAGE DESIGN 
VISUAL AIDS 


DIRECT MAIL 


ROYER AND ROGER, INC., 41 EAST 28TH STREET, NEW YORK 16, N.Y. * OREGON 9-8900 
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IF YOU’RE USING EXPENSIVE 
IMPORTED TEMPERA COLORS 
READ THIS MESSAGE... 


Shiva NU-TEMPERA is a new concentrated tempera packed 
in tubes...superior to any tempera AT ANY PRICE! 


the colors are brilliant, permanent, the finest you can buy! 


Shiva NU-TEMPERA is excellent for gouache, tempera, 
airbrush, designer’s colors, transparent washes! 


with the addition of Shiva waterproofing media, you can 
work on foil, acetate, cellophane, glass and metal with no 
cracking or chipping of colors! Shiva NU-TEMPERA permits 
clean pencil and charcoal erasures! 


the finely ground colors are easy to use as a tempera right 
from the tube, or extended with water for beautiful trans- 


parent washes! 


Shiva NU-TEMPERA won't dry out in the tube, regardless of 
climate! 


now you can choose from 26 glowing colors including the 
new Mars orange, Mars red, Mars violet, Paynes grey and 
5 new greys! 


Shiva NU-TEMPERA costs far less than you'd expect to pay! 


Shiva Nu-Temperas are nationally distributed and stocked 
by most leading art material dealers. See your Shiva art 
dealer today! 


SHIV. 


ARTIST’S COLORS 


433 W. Goethe St. « Chicago, Ill. 








Studio Roman 






THINK OF 


@ odvertising photography 


120 WEST SOth STREET NEW YORK 19,N ¥. Plaza 7-5090 








of CATS and DOGS 
Color and Black & White 








20,000 STOCK PHOTOS 


CHANDOHA PICTURES 
Box 237A Huntington Station 
Long Island, N.Y. HAmilton 7-8260 




































IT STARTED 
WITH THE 
STEREOPTICAN 


New techniques give 
feeling of continuity, 
animation and contempo- "|" 

rariness to an old medium (a 
by Guy Fry 





Author Guy Fry is an advertising con- 
sultant in Philadelphia, a member of 
the Art Directors Club of Philadelphia 
and chairman of the education commit- 
tee of the NSAD 





The slide film, that unglamorous elder | 
sister of the animated film, has pros 
pered in the years since Uncle Ned | 
showed stereoptican slides in the front) 
parlor. 

As an audio-visual aid it = 
the attention of industry because of its 
flexibility and comparative low cost. It 
attempts to compensate for its lack of 
glamor by being especially adaptable, 
notably in those instances where altera- | 
tions must be made after the film has 
been distributed. A company with a 
hundred duplicate slide films in the field 
finds it comparatively inexpensive and ~ 
easy to dispatch a handful of slides to 
its district managers with instructions to 
make substitutions for those slides that 
have become obsolete because of altered 
company policy or market conditions. 

The slide film also finds favor where 
sales meetings are of limited size and a” 
variety of subjects must be covered in, 
as many films ...on a limited budget. 

Because of these obvious advantages 
attempts have been made in recent years 
to give the slide film a face-lifting. Rec 
ognizing the limitations of the medium 
and the futility of trying to achieve pic 
torial results comparable to those ob \ 
tained by animation, methods have been 
devised whereby a marked degree of 
continuity and a feeling of animation 
has been achieved. 

One such effort is the “wide-screen-~ 
look” obtained by using special anamor- 
phic lenses on both projector and cam- 
era and projecting to a 7/4’ x 20’ screen. 
This oversize screen allows for a unique 
plotting of story elements in a succes 
sion of slides which, when rapidly 
changed, give a very creditable illusion 


¥ 












Important Facts 
for Art Directors 


1. Cartoon technique is the best way to get a message thor- 
oughly read. 2. Color comic book technique printing is the 
most economical way to produce any book. $3.Wm. C. 
Popper & Co. originated Comic-Books-For-Industry over 
twenty years ago and has Ied the field ever since. 4,We 
have the know-how and facilities for handling such books 
from originating the script right through to dealer imprints, 
packing and drop-shipping. §.We can guide you in the 
preparation of art, platemaking and production. 6.We 
offer top facilities and efficient service at lowest cost not 
alone because we are the world’s largest producers of Com- 
mercial Comic Books, but because we are printers—not an 
art studio taking an order now and then. 7, Printing is our 
business—Art is yours! 8.We have samples in our files of 
books in almost every category and will gladly send you a 
selection. Or, perhaps you'd like some in a special classifi- 
cation. 9.We'll gladly send samples without obligation. 
Just a note on your letterhead will do. 10. If you have a 
current problem to solve, or want to be prepared when a 
client asks your opinion, just get our samples and mechanical 
specification sheets and KNOW the firm to whom to turn! 


4 ven O PopprRe an Ove) 


a) 
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NEW YORK: 148 Lafayette St., Phone CAnal 6-4450, Teletype N.Y. 1-400 
OAK PARK, Illinois: 1039 Randolph St., Phone Village 8-2114 








Small type bother you? 
Unable to get sharp, clear, legible small-size type? 
Rx: Fotosetter / Warwick Typography 


Now, with Fotosetter typography by Warwick, 
you get super sharp characters, unlimited choice 
of small type faces, space-saving character 
design that packs more copy in a given space. 

If you use small-size type for labels, 

mail order advertising—anything, better 

send for a copy of our new photographic type 
book. Your letterhead to Dept. SB-14 brings 

a copy pronto! Write today. 


WARWICK TYPOGRAPHERS inc 


920 Washington Ave. «+ St. Louis 1, Mo. 


Phone CEntral 1-9210 «+ TWX SL48 


overnight service by air to most customers in the U. S. 











LANGEN 
and WIND 


18 EAST 49th ST. NEW YORK 17 PL 3-3911 


CARBRO 

DYE TRANSFER 

TYPE “C” PRINTS 

DUPLICATE TRANSPARENCIES 











slide films 
(continued) 


of motion. This technique can also be 
used effectively in conventional slide 
film productions, specifitally in those 
areas where the script describes the de- 
velopment of product, acceleration of 
sales, growth of an idea or any subject 
to which progressive action is inherent. 

The nuaber of slides to be used in 
any one film should be dictated by the 
need and determined by the designer. 
The concept of predetermining the 
number of slides at the time of the script 
writing is unsound. The designer may 
feel that one slide every two seconds is 
needed to convey an impression in one 
part of the film while a slide every ten 
seconds would better fit the mood of 
another part. 

This freedom of choice should lead 
to lively sequences and contribute great- 
ly to the illusion of continuity. Varia- 
tions in the speed of slide changing 
offers one of the best methods for in- 
creasing the effectiveness of the slide 
film. 

An amateur motion picture that won 
three prizes at a recent film festival in 
Cannes employed similar unorthodox 
methods of editing. Where the script 
called for one scene every three seconds 
the designer found it more desirable to 
edit some sequences at the rate of one 
scene per second. The result was an 
unusually effective film. 

Such pictorial accomplishments are 
naturally dependent upon the script 
writers ability to visualize and his will- 
ingness to tailor his script to fit dynamic 
sequence possibilities. 

If the script is enshrined in verbosity 
there is little likelihood that the ensuing 
story-board will emerge as a sparkling 
pictorial contribution. Granted that 
there are many lack-lustre technical sub- 
jects whose depiction might prove in- 
hibiting it is also true that, in the hands 
of a capable creative staff, such subjects 
can become the nucleus for very enter- 
taining films. A case in point is the film 
titled “The Hope That Jack Built”. It 
was designed to explain the function of 
the security markets, a normally dull 
pictorial prospect, and does it so well 
and so entertainingly that movie houses 
across the country clamored for showings 
of this film which was originally in- 
tended for PTA meetings and brokers — 
conferences. 4 

The lowly slide film can hardly hope 
to emulate such Cinderella successes but - 
its producers might do well to ponder 
that the security market film script, 
shorn of its animation, would still have 
made a far better slide film than most 
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for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . . . it’s SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 








slide films 


(continued) 


of the business slide films that are being 
produced today. 

In whose lap lies this burden of crea- 
tivity? The writer or the designer? 
Solomon-wise we suspect that nothing 
short of pure collaboration will ever 
produce more than a trickle of enter- 
tainment in slide films. The writer and 
the designer must work as one; slide 
sequences must flow easily from their 
corporate pencils and “entertainment” 
must be the standard under which they 
create an awareness of the product or 
service they are committed to sell. As 
much has been said of other forms of 
creative advertising and some outstand- 
ing examples of both audio and visual 
propaganda attest to the value of such 
collaboration. 

Nothing is so disconcerting in the 
viewing of a slide film as the slide se- 
quence that remains on the screen after 
the voice has passed it by; and nothing 
is so indicative of a lack of rapport be- 
tween writer and designer. Even though 
the theme be as thin as October ice a 
plotting of abstract symbols or patterns 
of low-key color sequences might be de- 
vised to accelerate the action and bind 
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FLEX-R-BRIDGE 

12 INCH PAEXIGLASS 
Beautifully designed, hand 
polished, transparent (so you can 
see your work). Flex-R-Bridge, 
in addition to its constant useful- 
ness for straight free hand brush 
and pen ruling, also, serves its 
purpose for all types of curve 
brush and pen ruling. 


Order voter 
UNITED ARTIST MATERIALS CO. 
32 WEST S3rd ST., N.Y. 19, N. ¥. 
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the otherwise weak and wobbly struc- 
ture into a semblance of strength. But 
there are other areas susceptible to im- 
provement that are the sole responsibil- 
ity of the designer. Color determination, 
for instance, is a strong factor in the 
development of continuity and in most 
cases the designer should be credited (or 
blamed) for whatever occurs here. 
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(continued) 


Block-busting hues, while useful in 


impact areas, lend little to the illusion 
of orderliness and continuity in slide 
film production. 


A carefully charted plan involving the 


use of a family of cool colors capable of 
eventually erupting into a climactic mass 
of fiery hues can be eminently successful. 
So much has been written about the 
psychology of color and its application 
to visual selling that it is rather amazing 
to find it so often misused in slide film 
production. 


Technically speaking, color transpar- 


ency reproduction is fairly faithful and 
only a minimum amount of experimen- 
tation is necessary to assure one of a 
balanced color range. The most success- 
ful background colors are to be found 


(continued on page 151) 
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Free BOLD Daylight Fluorescent 
Screen Process Color information Kit. 


e “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 
Consult your silk screen 
“For all your 
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ROUNDTABLE 





by Ralph Porter 


spot on music video trend—sell by ear 


Many TV film commercial producers 
feel that an inherent contradiction 
exists in the television spot: audio 
versus video. Both sight and sound 
strive to sell the same product but do 
so separately, they say. Consequently, 
product is very often only half-sold, 
sending client and agency on an im- 
petuous search for new pictures and 
new sounds. 

Recognizing the need to tie together 
the “hearingness” with the “seeingness” 
of a TV spot, the film commercial pro- 
ducers have opened up their Pandora’s 
box of unusual effects, of trick voices, 
and of magical music. 

More and more agencies, clients and 


film producers are boarding the musical 
train in hopes that this will be the fast- 
est, Most entertaining way to travel the 
consumer circuit. 

Never before have we-seen so many 
products viewed with musical injections 
of one form or another. It would seem 
that our commercial world has at long 
last matured sufficiently to probe for 
new advertising concepts. 

But upon closer examination of the 
current TV spot scene, the same in- 
herent contradiction of audio fighting 
video is still evident. There are the 
jarring, inarticulate jingles that strain 
to rhyme whether or not the musical 
words apply to the visual image. There 
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tv 
(continued) 


are the nebulous mood pieces that linger 
unfulfilled referring to nothing in par- 
ticular, least of all to the product. There 
are the musical fads like calypso and 
rock-and-roll that lose the product or 
message within a wild rhythmic and 
aural orgy. 

The problem of balancing eye and 
ear effectively remains greater than ever. 

Among the vast array of producers, 
musicians, jingle writers, and sound ex- 
perts, stand those who are aware of this 
problem and strive for new approaches; 
those who are eager to air their views 
and stimulate discussion. 

Music, they say, unlike the spoken 
word, expresses only abstract sentiments 
or feelings dependent upon strictly tonal 
effects. The sale of a product condensed 
into a snip of time leaves little room 
for a musical theme to soar along with 
variations. The inevitable result is a 
compromise jingle with a stock melody 
which springs from a warm-up session. 

The one minute slot is a creative 
strait-jacket for the composer. As chal- 
lenging as the TV spot may be for new 
formats, the composer is restricted by 
this severely rigid structure. In 60 sec- 
onds or less he must create music which, 
at once, captures the immaterial fancy 
of the viewer for the very material prod- 
uct of the client. 

Phil Frank of Caravel Films, a musi- 
cian in his own right, expresses concern 
over the use of music in the TV spot: 
“Too many people use music indis- 
criminately. As much thought as goes 
into other parts of filmed commercials 
should go mto music. The tendency is 
to rely upon the jingle as a convenient 
way out of a TV spot dilemma.” 

Lee Blair, TV graphics producer, 
feels that music in “. . . a one-minute 
spot is no different from a longer piece 
of film in that it can, in its skill of com- 
munication, induce the viewer to iden- 
tify himself with a given situation.” 

Jerry Jerome, musician, composer, 
arranger, and producer of hundreds of 
jingles, suggests five basic requisites to 
integrate musical concepts in the ‘TV 
spot. 

“What makes a good jingle writer? 
1. He must have a good jazz background 
because jazz is the most adaptable jar- 
gon for the quick impressions’ needed 
in TV spots. 2. He must be a smart 
arranger because simplicity, strong punc- 
tuation at cadence points, pleasing con- 
trapuntal lines and new sounds will 
make the music sell the product. 3. He 
must have a good advertising sense be- 
cause there has got to be a marriage of 
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tv 


(continued) 


the melody and the lyric that gets the 
product across at the optimum pitch 
leve!. 4. He must appreciate show busi- 
ness because entertainment, sense of 
humor, flair for the dramatic, are im- 
perative for capturing and holding in- 
terest. 5. He must be a diagnostician 
because he must interpret the needs of 
an agency which often cannot com- 
municate those needs in musical terms.” 

About to celebrate their tenth year 
as jinglers, Lanny and Ginger Grey, 
one of the most sought after jingle 
teams, emphasize entertainment. “The 
once lowly jingle has risen to its rightful 
place in the vast electronic entertain- 
ment industry. We begin each jingle 
as though it is a pleasing popular song.” 

Herb Moss of Gotham Recording be- 
lieves that the audio portion of TV 
spots have not been given a fair shake. 
“Most large ad agencies today . . . are 
staffed with a recording director. At film 
and recording sessions this well-trained 
sound expert is forced to fight for equal 
rights so far as time spent on audio is 
concerned.” 

“There is no doubt”, Moss goes on, 
“that heavy concentration on the visual 
side of any commercial . . . very often 
leads to a dangerous ‘snubbing’ of the 
equally important element of sound.” 

Jack Shaindlin, composer-conductor, 
known as Mr. Music in the film world, 
stresses experimentation: “We must 
move out of the accepted doldrums of 
jingles and into the realm of mature 
musical interpretation. It is precisely 
because the TV spot forces upon us limi- 
tations in time and theme that we must 
find new forms.” 

Bon Wright, popular choral arranger 
and jingle writer says, “The fault lies 
chiefly in the sponsor’s unwillingness to 
change his attitude toward music and 
jingles. We, of the musical phase of TV 
production, are delighted to try out 
new techniques— but not at our own 
expense.” 

Phil Davis, jingle-writer, expresses a 
similar thought. “Many agencies expect 
us to work out new musical gimmicks 
on spec. This can never be a healthy 
situation.” 

Sam Morgenstern, noted composer, 
conductor, and author, has this to say: 
“Music is essentially an expression of 
feeling and emotion. It, therefore, must 
cater to the feelings and emotions of 
the viewers. When coupled with other 
forms of expression like motion pictures 
it must not take over but must be fused 
together with the picture. It must grow 
out of the general theme—the product. 
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AT YOUR SERVICE 


As the leading supplier of all your TV 
and photographic needs, National 


Studios has continually expanded and 
improved on its services. To keep you 
up-to-date on the latest equipment and 
processes available we have just released 
our newest brochure containing facts 
and figures which will hold great inter- 
est for you. Simply write: 


NATIONAL STUDIOS 


42 W. 48 St. « New York « JUdson 2-1926 


As always, SAME DAY SERVICE and FREE PICK-UP AND DELIVERY in our area. 
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DESIGNERS IN BRITAIN 5 
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48 East 43 Street, New York 17, N. Y. 
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The Art Director and the Production man are 
the visual interpreters of ideas. Together they 
create the Image that gives the Idea form and 
substance and meaning. 


In recognition of the great contribution the 
Art Director and Production Man bring to the 
Graphic Arts, Techni-Craft sponsors its Third 
annual Graphic Arts Competition of Fine Arts. 


Be sure to enter the Competition specifically 
designed to give credit to you—the Art Director 
—for your “behind-the-scenes” contributions 
to fine art use and reproduction. 


announcing 


1958 GRAPHIC ARTS 
COMPETITION 


Sponsored by TECHNI-CRAFT PRINTING CORP. 
Craftsmen in Fine Lithography 
Ask your Preduction Man for entry bianks or write or call. 


150 100 *50 


1957 WINNERS NOW ON TRAVELLING EXHIBIT 


The thirteen “Best of Show” oils, photographs and watercolors already 
have been exhibited at the following agencies as this issue goes to press: 


J. Walter Thompson Dowd, Redfield & Johnstone D’Arcy 
Grey Advertising Agency Foote, Cone & Belding Gaynor & Ducas 
Young & Rubicam Lennen & Newell C. J. LaRoche 





If you are interested in the exhibit for your creative staff, phone Miss Cannon for reservation. 


TECHNI-CRAFT PRINTING CORP. 
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80 West Fortieth Street, New York, Longacre 4-7257 









tv 
(continued) 


It is this product-theme that excites the 
composer’s creativity. The best way to 
consummate this fusion of music and 
picture is to invite the composer to ex- 
press his views before the idea goes in 
front of the camera.” 

Almost all involved in creating the 
TV spot agree that there are two basic 
types of music in filmed commercials; 
the jingle and background music. The 
jingle depends upen words and cute, 
catchy melodies to capture interest. This 
form, however, is not integrated music 
within the framework of a product or 
“product-theme”. The same jingle-mel- 
ody with a twist here and there may be 
easily applied to any other product. Or, 
as in some spots, the melody is not 
original but a popular or recognizable 
tune. There is nothing wrong with this 
kind of music if done well and if the 
words are clever and clearly stated., But 
it seems that most jingles depend upon 
words to explain the product rather 
than upon specific music which can be 
recognized as an identifying theme for 
that product. Pepsi-Cola has such a 
theme now. Whenever you hear the 
musical phrase “Pepsi-Cola hits the 
spot...”, you automatically think of the 
image “Pepsi-Cola”. As a matter of fact, 
the words are no longer needed. 

Background music, on the other hand, 
seems to come closer to the kind of inte- 
gration composers mean when they say, 
“...a blend of visual and aural”. This 
kind of music may perform many func 
tions. It may be the motivating force 
behind cartoon movement. It may set a 
proper mood for accepting a certain 
product which might otherwise fall flat 
upon viewers’ ears. It may inject humor 
into the selling apparatus. And it may 
create an even closer emotional identity 
with the product than the spoken word 
does. 

The solution to the problem of audio- 
video contradiction can best be found 
within the structure of the TV spot 
itself. There must be a recognition by 
agencies and clients that sixty seconds 
of picture cannot give birth to six 
seconds of unrelated aural accompani- 
ment, that sight and sound must evolve 
together — complementing each other 
esthetically. 

Our clients and agencies are entirely 
too reticent to sanction creative experi- 
mentation. It is only through continuous 
and daring experimentation that we will 
come closer to giving television commer- 
cials an honorable place in the world 
of art media. * 
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to make vivid, 
eye-catching ads... 








More than 4,000,000 prints 
on all subjects 
available for your use. 








Call, Come, Write or Wire 


CULVER SERVICE 


660 First Avenue 
New York 16, N. Y. 








Murray Hill 4-5054 
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trade talk 


ART DIRECTORS 5OSTON: Robert B. 


Hutchins now AD at 
Meissner & Co.... CHICAGO: Gerard J. 
Guarch, now supervisor at Leo Burnett, comes 
from Kenyon & Eckhardt 14-year association. 
He had been art supervisor and vp at K & E, 
New York . . . Burnett's Norman Houk, art 
supervisor, now a vp . .. CINCINNATI: New 
creative supervisor for Farson, Huff & North- 
lich is Stewart 8. Maxwell. advertising acct. 
exec. .. . KANSAS CITY: Paul Horstman now 
a director of Potts-Woodbury. He’s vp in 
charge of creative art . . . LOS ANGELES: 
Robert E. Angell moved over from Richard 
N. Meltzer to Taggart & Young . .. MONTREAL 
AD Alan Wilkinson's new address is at 
Foster Advertising Ltd., 550 Sherbrooke St., 
W., VI 9-5343 . . . Richard Hanson’s new 
phone: UN 1-6575 . . . NEW ORLEANS: God- 
win Advertising Agency added Gus D. Levy. 
moved to 1002 American Bank Building ... 
NEW YORK: Executive AD Roger Joslyn be- 
comes also vp at Kelly, Nason . . . Robert P. 
Fabian’s the new AD for retail and whole- 
sale divisions, I. Miller & Sons . . . Outdoor 
Advertising Inc. appointed as vice presidents 
national AD Joseph J. Campanaro and west- 
ern AD George W. Straub .. . Wallace F. 
Hainline has opened his new art consultant 
office at 32 E. 57 St., PL 1-3576. Was AD for 
House Beautiful, before that, for Better Homes 
& Gardens . . . Ed Mazon’s the new sales 
promotion AD at Cunningham & Walsh. From 
Lever Bros. . . . Bob Cox, Jr., (following Bob 
Sr.’s footsteps) now asst. AD at Galbraith- 
Hoffman . . . Klaus Theile. formerly AD at 
McCarty Co., now at Marschalk & Pratt Div. 
of McCann-Erickson . . . Jay Glogower from 
Cunningham & Walsh to Street & Finney ... 
James K. Maloney. new senior AD at Doherty, 
Clifford, Steers & Shenfield, was art super- 
visor at Foote, Cone & Belding . . . Oscar Fil- 
eppo is now vp in charge of production, traffic 
and art departments at Cohen & Aleshire .. . 
PALM BEACH FLA.: Steve Cosmopulos is 
vice president of Power Advertising Associ- 
ates, heads production and art department. 
Came to Florida from agencies in Boston, 
Detroit and New York . .. SAN FRANCISCO: 
Frank T. Wilson moves up from AD to crea- 
tive director at Wyman Advertising .. . 


ART & DESIGN 4LSUQUERQUE: 


Some former staffers 
of Lytle Engineering have formed ad agency, 
Gabel and Associates, at 5208-B Constitution, 
N. E. John E. Sherman is account exec. . 
ATLANTA: J. W. Ford Co.. advertising pro- 
duction, moved to 156 Parker St., N. W., At- 
lanta 13, TRinity 5-9611 . . . Paintings for 


Fourth Annual Painting of the Year award 


exhibit will be accepted by Mead-Atlanta 
Paper Co. April 14-18. Show will be at At- 
lanta Art Association Galleries May 418. 


April 1958 





ART FOR 
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hc. sanford associates 


343 LEXINGTON AVE., N. Y.C. 
MURRAY HELL 6-2068 
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Entry instructions from Mead-Atlanta Paper 
Co., P. O. Box 4417, Atlanta, Ga. . . . BOSTON: 
Henry Szafarz. AD and president of Szafarz 
Associates, in his first professional producing 
venture as co-producer and director é6f The 
Shrike, Pulitzer prize drama presented in Bos- 
ton March 21 and 22 . . . DETROIT: Harley 
Earl Inc. of Center Line, Mich. promoted James 
G. Balmer, from general manager, to exec vp; 
William H. Armstrong from director of de- 
sign, to vp; James C. Earl, from secretary, to 
vp . . . HOLLYWOOD: Jack Carlton, Adam 
Kennedy and Jack Kennedy are one and the 
same. As Adam Kennedy he’s in NBC's The 
Californians. But under other names he’s an 
award-winning artist, partner in a greeting 
card firm, and once was an illustrator for 
Esquire in Chicago—a three-year stint—and 
an account exec. Whole story, a four-page 
spread, in TV Guide, Feb. 8... ISRAEL: 
Israel Post Office. as part of the country’s 10th 
anniversary, sponsoring an _ international 
prize competition for series of three or four 
new stamps illustrating scenes from Old 
Testament. Sketches should reach Philatelic 
Services, Jerusalem, Israel, before May 15. 
Details from them. First prize is $1000, sec- 
ond, $500, third, $250 .. . LOS ANGELES: 
Association of Graphic Designers announce 
two new members on executive board: Sal 
jon Bue to act in Norm Gollin’s place as head 
of student committee, and J. Chris Smith, new 
member and new member-at-large to execu- 
tive board. James Shade’s treasurer as well 
as corresponding secretary, during absence 
of Bert Angelus . . . New addresses for AGD 
members include James Shade, 2420 N. Beach- 
wood Dr.; Lou Danziger, 1901 4% Orchid Ave.; 
Frederick A. Usher. Jr.. 6764 Wedgewood P1.; 
Sal jon Bue, 1146 N. Hudson Ave.; Art Direc- 
tion (not Art Direction magazine), 8473 Mel- 
rose Pl... . Herb Bergman. new retouch- 
ing department head at Elgin Davis Studios, 
here from New York where he operated his 
own retouching studio—also used to be in 
Springfield, Mass. . . . NEW YORK: John W. 
Condit, formerly art rep for studios, agencies 
and other firms, now is managing the art 
division at Allan Kane Placement Agency. 
which has moved to lerger quarters at 6 E. 
46 St., YUkon 6- 9585 . . . Ben Benson’s paint- 
ings were in group show at Aris Gallery on 
W. 56 St... . American Watercolor Society's 
9lst Annual Exhbition will be at National 
Academy Galleries, April 3-20. Total of $5000 
in awards and purchase prizes to be awarded 

. Frank Bowling has joined Maude Lennox 
Personnel Service. Inc.. to establish and 
direct a new department specializing in place- 
ment of art personnel... Art consultant 
Gordon C. Aymar now at 75 Ring's End Rd., 
Noroton, Conn. Office and studio phone, in 
Darien, Oliver 5-3400 .. . Seventeen Magazine 





awarded a $500 first prize in national illus- 
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B Flo-master 


Here is a completely different 
kind of artists’ tool — that 
flatters all techniques in all 
kinds of work — from roughest 
sketching to finished art. 
Flo-master gives exciting 

new effects on any surface, 

in a rainbow of instant-drying, 
non-smudging colors. Precision 
made, with automatic valve 
controlled ink flow and 
interchangeable points. 
Compact and economical. 


See it —try it— buy it! At 
your local art supply or 
stationery dealer. 


The Fio-master 
Art Bulletin 
shows many 
new ideas and 
uses for Fio- 
master in your 
work. Write for 






















FELT TIP PEN 


Cushman & Denison Mfg. Co. 
Box AD-4, 625 Eighth Ave., N. Y. 18, N. ¥. 
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trade talk 
(Continued) 


trating contest to D. Duane Unkefer. 20, a Pratt 
junior, majoring in graphic arts and illustra- 
tion . . . Russell F. Neale. who directed the 
publishing of Art Directing, Graphis Annual, 
Penrose Annual, International Poster Annual, 
inaugurated the Communication Arts Books 
series on tv and related fields, has been 
elected executive vice president of Hastings 
House . . . Joan Starwood. student at Evening 
Art School at Pratt, won Art, U.S.A. grand 
prize of $500 for her painting, Fugue in Blue 
Green, a study of relation of art, color and 
thythm to music . . . Rockmore Co., who held 
talent-scout Saturday recently, suggest per- 
haps the 4As or similar body might set up a 
clearing house for new creative talent, to 
which all agencies and advertisers would 
have access . . . Tomy Cooper, Inc.'s new ad- 
dress is 400 Madison Ave... . Hersh-Mastro 
Studios, Inc. have moved to larger quarters 
at 366 Fifth Ave. . . . Robert Weaver has 
joined the faculty, department of illustration, 
School of Visual Arts .. . Award winners in 
the Seventh Annual Cover Contest sponsored 
by Pocket Books for students in the Frank 
Reiliy classes at Art Students League cre, 
$200 first, to Basil Gogos: $100 second, Carl 
E. Hantman: $50 third, Mel Thompson . . . 
Graphic Arts Center, Inc., opened new studios 
on entire 10th floor of 6 W. 48 St., CI 5-2525, 
for Graphic’s art studio, type room, press room 
and general offices. Their silk screen shop 
and binding shop will expand into all space 
at other location, 39 W. 29 St. . . . Techni- 
Craft's 1957 Graphic Arts Competition of Fine 
Arts has been on tour. So far, it's been seen 
at J. W. T., Grey, Y&R, L&N, FC&B, D'Arcy, 
DR&J, etc. . . . Eric de Kolb, industrial designer 
who's been associated with Coty as consult- 
ant AD since 1957, is reviewing new ideas on 
packaging and displays, novelties and Christ- 
mas specialties. He'll review presentations 
Tuesdays from 10 a.m. on, at his Coty office, 
423 W. SS St., sixth floor . . . Bill Gold, with 
Warner Brothers the past 17 years, the last 
10 as AD, has opened his own complete 
studio operation at 252 W. 46 St., CO 5-1159. 
Firm to be known as Bill Gold Advertising, 
has eight-man crew for design, photography, 
illustration, lettering, retouching, and follow- 
through production . . . Seymour Thompson. 
new representative at Boyan & Weatherly. 
Inc., for illustration group, formerly headed 
own artist's rep firm for 12 years . . . Charles 
Auerbach. who'd been production manager 
at Brown Advertising, has been appointed 
metropolitan New York area sales rep for 
Arton Associates, for sale of creative design 
and advertising art ... Alan J. Broder, form- 
erly with Ross Art, is now director of Kent 
Studios Service, Inc. . . . See Tomi Ungerer’s 
hilarious comment on modern car styling? He 
designed six models for Harper's January 
issue. One's called the Notre Dame, has the 











Good design 


deserves good 
reproduction* 





*Advertising typography 
and printing: 


Tri-Arts Press, Inc. 


831 East 38 Street 
New York 16, New York 
Murray Hill 6-4242 





COMPLETE ART SERVICE 
unce 
PLease S-9821 Schiavone 
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your paintings, drawings, sculpture. 
Artists, art directors, designers, if you 
are interested in exhibiting your crea- 
tive work, contact Lynn Kottler Gal- 
leries, 3 E. 65th St., New York 21, N. v. 
Phone: REgent 4-8491. 
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400 Madison Avenue § 


is the new location of our advertising 
design studio. We create strong, basic 
promotion pieces. Our know-how in type, 
production and printing has served many 
blue-chip manufacturers, publishers and 
ad agencies. Like to see samples? Phone 
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: Presto 
One-Coat R ent, $3.80 gal. 
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FOR NOVEL EFFECTS — FOR INTERESTING TEXTURES § 
you can get outstanding results with the new ; 


MULTIMEDIA ART BOARD: 


! This fine painting surface may be scratched, washed, erased ! 
1 or taped. It actually takes water color, ink, casein, tempera and 
' even oil. A sturdy heavy weight board whose surface has been 
! impregnated with gesso, it comes in four surfaces: cold press, | 

hot press, rough and surface No. 1 — in two sizes 22 x 30 and 
30 x 40. The price is only $1.75 in the 22 x 30 size. Here is : 
! board that can stimulate new and interesting techniques. 
Also recommended: Anjac hard finished gesso panels. 


FOR FAST COURTEOUS AND INTELLIGENT SERVICE CALL — 


‘ 
i 
i 
| 
| 
THE PALETTE ART CO. } 
i 
i 
4 
\ 


436 Madison Ave. at 49th St. 
Featuring a Complete Line of Graphic Art Materials 
including Artype, Zip-a-Tone, Bourges, and Color-Aid. 


FAMOUS FOR ORIGINAL PAINTINGS, REPRODUCTIONS, AND CUSTOM FRAMING 
Nc ee ee ee ee 


PLaza 3-7338 








Kodak TYPE C color 














FERDINAND VOGEL 


@ ADVERTISING PHOTOGRAPHY 














424 MADISON AVENUE, NEW YORK 17, 
CATALOG 


PLAZA 9-1930 
RE 96 Pages - - Largest Assortment 


DTO FRAMES -- ARTISTS FRAMES 








eh oe oe yy te 
Picture Frame & Accessories 
Cacao Fastest Service! Lowest Prices! 
Wd co INTERNATIONAL SALES CO. 





414 E. Baltimore St. e Baltimore 2, Maryland 
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cathedral for frort grillwork . . . William Caha, 
formerly director of communications at Ruder 
& Finn Inc., now free lancing from 262 Marl- 
borough Rd., Brooklyn, BU 4-2717. He's the 
author of The Laugh Makers, a pictorial his 


tory of American Comedians, published by 


Putnam last year . . . Edward Giobbi, yo 
painter and sculptor, on the Board of Con 
of the Art Students League for 1958 . . 
Eichenberg. head of 
graphic arts and illustration at Pratt, an 
nounced two scholarships. The first Harry N. 
Abrams scholarship of $250 has been 
awarded to sophomore Joseph L. Kruszewski, 
The Monroe Grant of $150 has been awarded 
to sophomore Lynn Leland .. . Museum of 
Primitive Art at 15 W. 54 St., celebrated first 
anniversary Feb. 21. Beginning informational 
services as aids to research—photo archive, 
library, films . . . Sel Fenichel of the Philip 
Rosenthal Co. will be honored at artists’ ma- 
terials industry's annual dinner for the United 
Jewish Appeal April 16... H. L. Hulme 
Chadwicke, British industrial designer and 
store planner, came to New York—and will 
visit Manhasset, L. I., Chicago, Dallas and 
Los Angeles—on a Ford-English Speaking 
Union Travel Grant .. . First International Air 
& Travel Poster Exhibition opens at AIGA 
March 31, lasts through April 18, then tours. 
To be at STA in Chicago . . . New letterheads 
for American Museum of Natural History. de- 
signed by Joseph M. Sedacco, chief of the 
graphic arts division, have a drawing of a 
man showing skeletal system (after Da Vinci), 
and illustration of fish skeleton, both against 
vertical bar of goldenrod yellow. Lower-case 
Caledonia ital in deep gray, three lines, for 
title and address. Museum, through new de- 
sign, hopes to emphasize its role in modern 
biology—research, etc. . . . This month's Art 
Career Clinics in auditorium of Society of 
Illustraters every other Saturday, 10:30 a.m: 
April 12, Careers in Fashion Art, fashion 
illustrator and author Carla Kenny, and men’s 
fashion illustrator for Esquire Alvin Pimsler. 
April 26, Opportunities in Art for Television, 
Joseph Bernstein. acct. exec. for Depicto Films 
Corp., and Thomas F. Naegele, tv AD for J. 
Walter Thompson . . . Ralph Kraemer, who 
recently exhibited at Lynn Kottler Galleries, 
had a group of his paintings also on view 
at Young & Rubicam .. . Eugene Higgins. 83, 
famed painter and etcher, died here after a 
long illness . . . Einhorn-Stern agency's studio 
and business office now at 250 Duffy Ave., 
Hicksville, L. I. . .. OAKLAND: Oakland Art 
Museum's exhibition of Bay Printmakers 
Society Third Annual is now on a two-year 
tour ... PARIS: Georges Rouault, 86, one of 
the world’s major religious and expressionist 
painters and engravers, died here of uremia. 
Museum of Modern Art, New York, opened 
special showing of three of his masterpieces. 
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bBrend New...All New... 
trom KRYLONI 





Pretested for 18 months by a nationwide 
panel of outstanding artists and layout de- 
signers, Krylon’s all new Workable Fixatif 
—not just an “improved formula”—elimi- 
nates offensive odor and sickening fumes 
that often threaten to drive you from your 
layout board. Ideal for work in close quar- 
ters, it dries odorless . . . and fast. Be sure 
to note these other important features: 


1. Goes ca clear... 4. Smudgeproof 
Stays clear 5. Wrinkleproof 

2. No dribbling or 6. No color 
spattering distortion 

3. Fixespencil,charcoal, 7. Perfect for rework 
pastel, crayon, chalk 8. Easytoerase through 


Give your work the protection it deserves. 
Get brand-new, all-new Krylon Workable 
Fixatif (No. 1306) at your art material 
Store today. A worthy companion product 
to Krylon Permanent Crystal-Clear (No. 
1303). 


IF YOU PRIZE IT... KRYLON-IZE IT! 








STUDIOS 


383 MADISON AVE. + PLAZA 3-8305 
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A gallery of the Musée d'Art Moderne in 
Paris is filled with only Rouaults . . . PHILA- 
DELPHIA: Ronald L. Shender of N. W. Ayer 
here from Detroit office, and Albert Schach- 
erer has transferred from Philadelphia's art 
dept. to the one in Detroit . . . PITTSBURGH: 
Graphic design and illustration of RB. O. 
Blechman and Bob Gill were displayed at 
Hewlett Gallery, Carnegie College of Fine 
Arts . . . PROVIDENCE: President John R. 
Frazier of Rhode Island School of Design 
announces four new scholarships and two 
fellowships in graduate program in art edu- 
cation. Program leads to master of science 
degree, integrates study and research in fun- 
damental problems of art education and pro- 
fessional design. Details from Director of 
Admissions, 25 College St., Providence 3, R. I. 
. . . RICHMOND: Ashton Mitchell, formerly 
AD at Miller & Rhoads, now advertising man- 
ager there. He was one of the founders and 
first president of the Richmond AD club... 
ROCHESTER, N. Y.: Eastman Kodak has ap- 
pointed Donald 'M. Lewis. Jr.. manager of ad- 
vertising promotions, supervising display, 
regional display, package design and ex- 
hibits. Donald A. Elmslie is the new display 
manager . . . SAN DIEGO: John De Marco 
has joined staff of Art Associates, Inc. He 
was formerly graphic designer for Convair 
. .. SAN FRANCISCO: Richard R. Rucker has 
rejoined Ayer’s art dept. Originally there in 
1955, then free lancing since 1956 . .. WASH- 
INGTON: Donald L. Barnes, production direc- 
tor of Design Associates, now is a partner in 
the firm. New address: Realty Building, 1424 
K St., N. W.... Dan Hasson and John Ken- 
nedy have formed Metro Area Promotions in 
Dupont Circle Bldg. M.A.P. offering services 
to industries, associations and government 
agencies . . . Philip N. Sabatino. with Art 
Designers. Inc. for four years as designer, 
now senior AD. He's also instructor in com- 
mercial art at Corcoran School of Art... 


TV/FILMS Condensation of 
PHOTOGRAPHY 40°0-vec history of 


mosaics in The 
World of Mosaic, new 16mm color film by Prof. 
Ernest Rose and department of theatre arts 
at UCLA. Scenes show artist Joseph Young 
creating mosaic mural. Details from Educa- 
tional Film Sales dept., University Extension, 
University of California, Los Angeles 24... 
International Film Bureau, 57 E. Jackson Blvd., 
Chicago 4, have three new art films for chil- 
dren, and the Norman McLaren Portfolio of 
Cinematic Art Films. also three color film- 
strips on mosaics . . . Joseph Brun. ASC, is 
new director of cinematography for Trans- 
film Inc. He's directed feature films in every 
process .. . Chicago Art Institute's film series 
on Aspects of the Art of the Film runs through 
April, is under the direction of Whitney Hal- 


April 1958 





USE 
LETTERING inc 


FOR YOUR 
HEADINGS 


Quality Hand Lettering 


Lettering ine styles are 
designed to make your headings 

easier to read, more compelling 
and more expressive. 


Priced to Fit Your Budget 


The Lettering inc method 
of assembling headings from 
pre-tested top quality master 
alphabets assures you of the 
best in hand lettered headings 
at prices to fit any budget. 


Available to Everyone 


Lettering inc studios are 
located in 6 major advertising 
centers. All studios offer 
service by sales representative, 
phone or mail. All studios 
maintain the same high level 
of service and craftsmanship. 


SEND FOR YOUR I5xkI5° |O6 PAGE 


Catalog FREE TO CUSTOMERS 


#10 TO OTHERS 
e 


INC 


CHICAGO - 755 North Michigan Avenue 
DETROIT - 100 Delaware 

NEW YORK-|'9 West 57% Street 
PHILADELPHIA- 34 South I7t Street 
TORONTO - 220 Richmond Street West 
SAN FRANCISCO - 25 California Street 
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Demonstration 








See a 
Filmotype 


Photo Lettering 











...its an education! 





rocco 


FILMOTYPE 


Ee tos es 

we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 
hand in hand. 










Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is conce 

It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 


A Fi demonstration 
in your is sure to ve 


extremely worthwhile. Write 
today. No obligation, of course. 
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stead . . . Donald Stuart Hillman, is new exec 
radio-ty producer at Emil Mogul Co., New 
York. Came from N. W. Ayer New York office, 
was exec producer and creative supervisor 
of live and filmed-programs and production 
. . . Playhouse Pictures, Hollywood. won five 
certificates of merit for their animated tv 
commercial entries in 13th Annual Exhbition 
of Western Advertising and Editorial Art... 
John G. Cole’s now director of west coast tv 
commercials at Sullivan, Stauffer, Colwell & 
Bayles .. . At Roger Wade Productions, New 
York, Thomas B. Williams (formerly of Trans- 
film) in charge of slidefilm production, and 
Howard A. Mann (formerly with Hartley Pro- 


ductions, Robert Yarnall Richie Productions 


and Transfilm) as chief film editor . . . Anima- 
tion Inc., Hollywood studio, now repped in 
New York, 15 Vanderbilt Ave., by Jack Siegel. 
formerly from the coast. He's their sales and 
storyboard man ... A new brochure on this 
year’s courses at Winona School of Photog- 
raphy. available from Professional Photog- 
raphers of America, Inc., 152 W. Wisconsin 
Ave., Milwaukee 3 . . . Photographic illus- 
trator Lee Salsbery has added Ascor “Sun- 
light”. Reports the new synchronized equip- 
ment permits the use of daylight color film, 
operates at 1/800th to 1/5000th of a second 
. . . Russo Photographic Service, F. A. Russo. 
Inc.. McNally Reproductions and F A R Studios 
were closed Feb. 11 due to the sudden death 
of Charles L. McNally, Jr. 








A SUPERIOR 


MESSENGER SERVICE 


COPY CLEARING HOUSE 
Pick-up and delivery of art, layouts, 
portfolios, mats, plates, copy, press 
releases, photos, etc., etc. 


COPY CLEARING HOUSE 
12 years of experience meeting dead- 
lines of newspapers, agencies, artists, 
photographers, type houses, printers. 
COPY CLEARING HOUSE 
12 years of savings—averaging 20% to 
30%—for our mushrooming customer 
clientele. 


COPY CLEARING HOUSE 
Puts out the simplest, graphic presen- 
tation of its rates in the business. No 
gimmicks, no hidden extras. 


COPY CLEARING SERVICE 
Foot and motor service. Our policy is 
to be overstocked on help—so that you 
are never shortchanged when you 


need speed. 


COPY 
CLEARING MU-4 
HOUSE 


Offices throughout Manhattan 
MAIN OFFICE — 233 PARK AVENUE (46th St.) 

















booknotes 


REMBRANDT. Otto Benesch, director of the 
Albertina, Vienna. $5.75, full cloth binding. 
Skira. 

Fifty-six reproductions in full color, one 
volume. 


BEN SHAHN, HIS GRAPHIC ART. James Trall 
Soby. George Braziller. $10. 


The professional history of the artist, his 
themes and moods, techniques, content 
and “philosophical implications of his 
art” are discussed in compressed but 
rich fashion by the author, longtime 
friend of the painter. More than 100 
reproductions, eight pages in full color. 
Special section gives details on the re- 
productions in book. Chronology, bib- 
liography by Barbara Novak, assisted 
by the artist and the Downtown Gallery. 
Book design and layout by E. Mergen- 








dahl Jr. 





WELLINGTON HOTEL 
Joh AVE. ond S50eS. MLYID 
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(continued) 


LETTERING SIMPLIFIED, Hand Holub. Watson 
Guptill. $3.75. 


This is a manual for beginners. It starts 
with the kind of pencils to use and 
works through basic strokes in caps, 
lower case, italics, and problems in 
spacing and with serifs. 


PHOTOMECHANICS AND PRINTING, Mertle & 
Monsen. Mertle Publ. Co. $15.00. 


Two of the country’s greatest authorities 
in the fields of platemaking and print- 
ing have coauthored a definitive work on 
the printing processes. The 400-plus 
pages are fully illustrated, packed with 
practical and up to the minute data on 
original copy for reproduction; photo- 
graphic materials and equipment; 
continuous tone, line and halftone pho- 
tography; color reproduction; photo- 
engraving and letterpress; lithography; 
gravure; screen process. Book is fully 
indexed. 


TELEVISION PRODUCTION, THE TV HANDBOOK 
AND DICTIONARY, Harry Wayne McMahan. 
Hastings House. $7.50. 


Here’s a real handbook of fundamentals, 
a working tool explaining the 16 basic 
operations in TV and the language of 
the field. More than 2000 terms are 
defined. Chapters cover telecasting 
basics, programming, pre - production 
problems, live TV, film, the actor, light- 
ing, the camera, art, titles and scenery, 
animation, sound, film and processing, 
film editing, optical effects and special 
effects, evaluating picture quality, and 
such problems as research, rating sys- 
tems, etc. 


U. S. CAMERA 1958, edited by Tom Maloney. 


U. S$. Camera Publ. Corp. $8.50. 


The new edition of U.S. Camera An- 
nual gives special recognition to adver- 
tising photography via a special section 
of 15 pages showing off the best of the 
year as chosen by the New York ADC. 
Most ADC shows are local or regional, 
but the New York show, being national, 
is able to pick the best examples of ad 
photography each year. Other sections 
are devoted to color photography, port- 
folios by several leading photographers, 
a collection of fine pictures, and special 
reports on rockets and missiles, Hun- 
gary’s fight for freedom, and reminis- 
cences of the early days of movie 
comedies. 





JACK WARD COLOR SERVICE 


DUPLICATE 
TRANSPARENCIES 


SAVE TIME, SAVE MONEY, 
GET BETTER RESULTS. 


Why buy less than the best . . . Jack Warp Cotor Service duplicate 
transparencies, assemblies, and separation negatives give you the 
utmost in color fidelity, can save up to hundreds of dollars on your 
engraving costs. Be assured you are getting the best that money can 
buy. Write or phone Jack Ward Color Service about your very next 
color problem. 

Also Custom Processing of; Ektachrome . . . Anscochrome . . . 
Slides ... Dye Transfer Prints... Art Copies... Printons... Type 
“C” Prints ... Kodacolor .. . Ektacolor. 


JACK WARD COLOR SERVICE, inc. 


202 East 44th Street, New York 17, New York 
Murray Hill 7-1396 
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i ENERAL ART associates 


N.Y. © MURRAY HILlL 2-3863 


NEW YORK 17, 
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LETTERED WITH AN EAGLE CHARCO— 
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Stik-a-letter 
professional lettering technique > 


Designed for 
efficiency 


Write for literature 
The Stik-a-letter Co. Rt. 2 - Box 206, Escondide, Calif | ' 
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Arranged According to One or More 
of the Most Widely Used Trade Terms 








ACETATES (clear or wax-backed) 
Black & White Opaque « Color 

COLOR-AID PROOFS 

COLOR STATS 

COMPOSITION (one of the largest 

selections of faces available) 
Fotosetter « Hand « Linotype 
Ludiow * Monotype 

FILMOTYPE LETTERING 

LETTERING (Photographic) 
Camera Distortion « Filmotype 
Typortional 


PHOTOSTATS 
Black & White Glossy + Black & 
White Matte * Bruning Prints 
Color « Hunter Prints 
PRESSWORK (short runs) 
Black & White « Process Color 
R.0.P. Color 


PROOFING 
Acetates « Color-Aid Proofs 
Repro Proofs * Typehesives 
PHOTOGRAPHIC PRINTS 
Negatives « Positives » Typortional 


REPRO PROOFS 
Acetates * Black & White Opaque 
Color Aid 


TRANSHADO 
TYPEHESIVES 
TYPORTIONAL PRINTS 


— 


Progressive works 24 hours a 
day . . . provides overnight serv- 
ice to the entire East Coast. . . 
and Air Mail Special Delivery 
service throughout the United 
States and overseas. Phone your 
nearest Progressive office for a 
complete rundown on our facili- 
ties, about as extensive as you'll 
find anywhere . . . or write for 
Booklet AR-15 today. 


PROGRESSIVE 


COMPOSITION COMPANY 
Sth & Sansom $ts, Phila. 7, Pa. 
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PHILADELPHIA WAlnut 2-2711 
NEW YORK MUrray Hill 2-1723 
WILMINGTON Olympia 5-6047 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Milton 4-2771 


150 


(continued) 


First in its field—a thorough-going study 
of actual techniques for both color and 
b/w, illustrated by numerous photo- 
graphs, drawings, graphs, charts. Chap- 
ters on facial anatomy, popular and 
special character types, special effect 
techniques, textures and effects, etc. 260 
pages, including appendices on film 
types, make-up charts, filter effects, 
Kelvin. scale, reference material, etc. 
Indexed. 


GAUDI. Henry-Russell Hitchcock. Museum of 
Modern Art, Simon & Schuster. $1.95. 


Description of Gaudi'’s work, study of 
his influence by Professor Hitchcock of 
the Smith College art department. The 
52-page book has 85 b/w plates, illus- 
trating the unusually imaginative, plas- 
tic work of the Spanish architect (1852- 
1926). Published in connection with the 
Modern Museum’s Gaudi exhibition, 
the book has cover and title page design 
by Herbert Migdoll, foreword by Arthur 
Drexler, director of the Modern’s de- 
partment of architecture and design. 
Printed by Davis Delaney. 


AMERICA’S ARTS AND SKILLS. Editors of Life. 
E. P. Dutton. $13.95. 


More than 250 full color illustrations 
plus many b/w pictures accompany con- 
cise commentary in typical Life picture- 
story format in this book developed 
from Life’s series of articles on the sub- 
ject. Traces development of American 
arts and skills from early colonial work 
tools, silver, art objects and paintings 
down to modern architecture, designs 
of electronic equipment, other designs 
in applied science. 


X-16672 . . . One of the thousands 
of pictures from our stock library 
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ANOTHER SURPRISE SITUATION 
PICTURE FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.50 for 11th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


319 East 44 Street 646 North Michigan Ave. 
New York 17, N.Y. ° Chicago 11, Illinois 








For Artists’ Needs 
PHONE 


E. H. & A. C. FRIEDRICHS CO. 
Artists Materials Since 1868 


40 EAST 43rd STREET 
Murray Hill 2-2820 


140 WEST 57th STREET 
Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


H. Taws, Inc. 
1527 Walnut Street 
Rittenhouse 6-8742 


In 
New York 


In 
Philadelphia 








Margit Varga, assistant AD of Life, 
planned original series of articles which 
became the book. Photography by Eliot 
Elisofon, Andreas Feininger, Fritz Goro, 
Gjon Mili, Arnold Newman, Bradley 
Smith, and others. Text was written by 
Roger Butterfield, author of The Ameri- 
can Past. Introduction by Charles F. 
Montgomery, director of the Henry 
Francis du Pont Winterthur Museum. 
Special assistance was contributed by a 
number of experts in the various fields 
covered. Jacket, binding and typography 
by R. Sutter. Picture sources are listed 








separately. Indexed. 


JOHN DILORENZO 


49 w 45st. 





Creative art and design 


catalogs 
Promotion 
booklets 


sales manuals 
direct mail 
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(continued) 


75 YEARS OF LITHOGRAPHY. Edited by Patricia 
Donn ally. Amalgamated Lithographers of Amer- 
ica. $2. 


Published by ALA in observance of the 
organization’s 75th anniversary, this 
spiral bound lithographed book has 
liberally illustrated articles on history, 
techniques, art and advertising in lithog- 
raphy, by leaders in their fields. Of great 
interest are the many rare reproduc- 
tions of historical lithographs, of histori- 
cal figures and events. Available from 
Lithographers’ Journal, 143 W. 51 St., 
New York 19. 


COLOR . . . HOW TO SEE AND USE IT. Fred 
Bond. Camera Croft. $8.75, plastic bound, 
$9.75 in case. 


Spiral bound, hard cover technical study 
-in simple language—of the principles 
of color relationships and associations, 
basic procedures in solving color prob- 
lems for photographers, artists, indus- 
trial designers, teachers and students. 
Author Bond has been a photographer, 
color consultant, author and lecturer 
on the subject, for more than 30 years 
Nineteen pages of color plates, 53 of 
b/w. Color principles are based on the 
Munsell System. Indexed. Envelope of 
hue selector masks included. 


THE MOVIES. Richard Griffith and Arthur Mayer. 
Simeon and Schuster. $15. 


As the subtitle states, this is the 60-year 
story of the world of Hollywood and its 
effect on America, from prenickelodeon 
days to the present. And it’s an over- 
whelming one. Four hundred and forty 
one pages of pictures and comment, the 
pictures of personalities and scenes, the 
comment on them, too, but also on all 
the stages and systems through which 
the movies have moved. Not only a fas- 
cinating picture history of the medium, 
but necessarily, since the movies mir- 
rored it, of the times. Comment includes 
also notes on effects of the new processes, 
probable future of the movies. Indexed. 
Designed by Paul Jensen. Griffith is 
curator of films for Museum of Modern 
Art and has studied and worked with 
films for more than 30 years. Mayer has 
written publicity for, articles on Holly- 
wood, and has managed movie theatres, 
imported foreign films, worked on docu- 
mentaries, belonged to movie boards 
and committees. Cover photograph by 
Pierre Devinoy. 


PROBLEMS OF DESIGN, George Nelson. 
Whitney. $10.00. 


“What does obsolescence eliminate?” 
“Function highly overrated.” “Creative 
destruction.” These are some of the 
provocative points discussed by George 
Nelson in his new book. The book is 
a collection of his articles as they ap- 
peared in magazines such as Industrial 
Design, Fortune, Holiday, and others in 
recent years. The 26 articles provide 
much food for thought and controversy. 





slide films 
(continued from page 137) 


in the intermediate range. Very light 
and very dark backgrounds should be 
avoided as the former is apt to show up 
dust particles and other marks as dark 
spots and the dark backgrounds will 
show up the most minute imperfections 
as glaring white spots. Because the ratio 
of slide to screen is so great the most 
trifling imperfection in the art work be- 
comes a glaring indictment of the artists 
ability when the image is projected. 

Film slide art should be composed 
within an area of 914 X 61% inches and 
all live matter should be held to’ an even 
smaller or “safe” area of 534 X 8% to 
assure its being included within the 
scanning area of the camera. If the art 
is rendered on a 12” X 10” board it 
will fit neatly into standard photo- 
graphic equipment designed for film 
slide production. 

While vertical compositions are pro- 
jected as easily as horizontal ones the 
latter should be used when possible 
because it composes better on the screen. 
Lettering or type that is to be read from 
the screen should never appear on the 
art work smaller than 44” in height. 
White backgrounds should be avoided 
not only because of the tendency to pick 
up dust particles but because of the 
resultant glare on the viewers eyes. 
Glossy surfaces make the task of photo- 
graphing more difficult, especially when 
dimensional figures are being used, so 
glossy photostats and acetate sheets 
should be avoided whenever possible. 

These production details are essential 
to the successful completion of a slide 
film but the design of the complete unit 
is the greater responsibility and it is the 
designers duty to make it as imaginative 
and vital as possible. By so doing he 
will increase the effectiveness of the 
slide film as a more dynamic and mean- 
ingful instrument for use by today’s 
audio-visual-conscious industry. a 
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and PRODUCED 
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6 EAST 39TH STREET 
NEW YORK 16, N.Y. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


peewee ewww woeeseceeeceeccccecccnns 
NEW BOOK 
175. Color... How to See and Use It. Fred 
Bond. Spiral bound, hard cover tech- 
nical study in simple language of the principles 
of color relationships and associations. Basic 
procedures in solving color problems, for 
photographers, artists, industrial designers, 
teachers and students. Author has been a 
photographer, color consultant, author and 
lecturer on the subject for more than 30 years. 
Includes 19 pages of color plates, 53 b/w, 
envelope of hue selector maskes. $8.75, plastic 
bound $9.75 in case. 


ANNUALS 
156. International Poster Annual, 1957. Edited 
by Arthur Niggli. A cross-section of poster 
design ideas and art the world over. Large, well 
printed illustrations of 500 posters from 20 coun- 
tries plus critical analysis of trends by three 
authorities. $10.95. 
162. Graphic Annual 1957/58, Walter Herdeg 
& Charles Rosner. 813 crisply printed illus- 
trations of the years best in art and design in 
every media from every country. A visual idea 
file, informative, stimulating. $14.00. 
165. 36th Art Directors Annual, 1957. The 36th 
show of the New York Art Directors club, 
in permanent form. Book is bound in brown cloth, 
gold stamped, and comes in durable slip case. 
Designed by Nelson Gruppo with the assistance 
of Edward G. Infurna. Lettering by Harold D. 
Vursell. $12.50. (Also available, the 35th Annual. 
Order number is 146. $12.50.) 
171. U. S$. Camera 1958. Edited by Tom Ma- 
loney. Special recognition to advertising 
photography with special section of 15 pages 
of best of year, chosen by New York AD club. 
Also, color photography, portfolios by leading 
photographers, special reports on rockets and 
missiles, other special subjects. $8.50. 
172. Medern Publicity, 1957-58. Frank A. Mer- 
cer, Editor. Over 1000 illustrations, more 
thon 100 in color, of outstanding ads and pro- 
motions from all over the world. All pietes are 
fully credited, indexed. Everything included, from 
trade marks, labels, through record sleeves, 
packaging, ditect mail, as well as news and 
magazine ads. $10. 


ART 
154. Art Archives. Edited by Horry C. Coffin. 

Over 500 line illustrations of historic periods, 
events, activities, persons and places, all for 
unrestricted reproduction in advertising and pub- 
lishing. An introductory page lists aids on how- 
to-use, for example, for line reproduction in black, 
in color, with overall screen in one color, etc. 
An alphabetical cross-reference index is included 
before the main body of spiral-bound coated 
paper pages. $10. 
155. Art Directing. Nathaniel Pousette-Dart, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogro- 
phy and an index. $15. 


164. Rendering Techniques for Commercial Art 
and Advertising. Charlies R. Kinghan. 
Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 
167. Ben Shahn, His Graphic Art. James Thrall 
Soby. ‘‘Philosophical implications of his 
art'' discussed, also techniques, content, plus 
artist's professional history. More than 100 re- 
productions, eight pages in full color. Chronol- 
ogy, bibliography. $10. 
169. 300 Years of American Painting. Alexander 
Eliot. A tremendous project by Time, Inc. 
which for the first time correlates American paint- 
ers and their art with the historical development 
of the country. Time's art editor describes the 
artists, their work, personal histories. AD Michael 
J. Phillips. 250 full color plates. $13.50. 


LAYOUT 


137. Layout. Raymond A. Ballinger. Covers all 

creative aspects of layout, discusses design 
theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$15. 


PHOTOGRAPHY 
166. American Society of Magazine Photog- 
raphers Annual. Edited by Jerry Mason. 
Thirty-six leading photographers selected their 
own favorite picture stories, wrote their own 
comment. Albert A. Squillace, AD. Cover design 


by Eve Arnold. $4.95. 
170. The Focal of Photography. 
This 1298-page (not counting 32 pages of 
introduction) reference work, takes the place of 
a complete library in the field. P. C. Poynter 
was the art editor. Alphabetically arranged, 
loaded with graphs, diagrams, b/w illustrations. 
$20. 
PRODUCTION 
138. Type Identification Chart. A complete type 
chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 


acquire a better knowledge of actual character 
istics of groups of type faces and of their essen- 
tial differences. $1. 


TELEVISION 
152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne McMahon, 
The author, a tv commercial consultant, was vp 
in charge of tv commercial production and a 
member of the creative plans board at McCann- 
Erickson, New York. His book discusses all phases 
of television commercials and uses examples of 
actual jobs to illustrate points. $6.50. 
173. Television Production, the TV Handbook 

and Dictionary. Harry Woyne McMahan. 
Working tool explaining 16 basic operations in 
tv, and language of the field. More than 2000 
terms defined. Chapters included on live wt, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 


GENERAL 
79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 
159. How to Predict What People Will Buy. 
Lovis Cheskin. Analysis of motivational re- 
search, what it is, how it works, what it means 
to advertising. $5.00. 
160. Motivation in Advertising: Motives that 
Make People Buy. Pierre Martineav. A 
thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what fac- 
tors in advertising actually influence him. How 
emotions overrule logic, how to appeal to emo- 
tions, the role of semantics and symbolism in 
influencing purchases. $5.50. 
161. A Dictionary of Contemporary American 
Usage, by Bergen Evans and Cornelia 
Evans. A reference classic in the making. Up-to- 
the-minute and American companion of the old 
standby, Fowler. Factual as a dictionary yet 
crammed with wit, makes working with words a 
pleasure. $5.95. 
174. Photomechanics and Printing. J. S. Mertle 
and Gordon L. Monsen. Definitive work on 
the printing processes by two of the country's 
greatest authorities in plate-making and printing. 
Fully illustrated 400-plus pages. Up to the minute 
data on original copy for reproduction, photo- 
graphic materials and equipment, color reproduc- 
tion, all processes. Fully indexed. $15. 























ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. Amt. Encl. $. 

Please send me, postpaid, the books corresponding to numbers circled below. 

79 137 138 146 154 155 156 159 160 161 162 
164 165 166 167 169 170 71 172 173 174 175 
4/58 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 

New York City delivery. Payment must be made with order. 
Nome 
Firm 
City Zone Stote 
If you want a book not listed, send your order and we will try to get it for you. 
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TOYS Invented 
and Marketed 


Studio owner Ben Smolen is getting more 
and more into the toy business. In collabora- 
tion with engineers and manufacturers he 
invents toys and games. By placing them 
with the right manufacturer and distributor 
they can be exploited to the fullest degree. 
One of his partners, George Lerner, inventor 
of the “Potato Head” and other toys, has 
been given a write-up in the Readers Digest 
and True. 

Already on the market are such Smolen 
created items as “Pooch” (a dog game), 
“BUB-L-GUN” (a combination water and 
bubble gun), “LIKABLE LOOIE” (pressure 
sensitive funny faces). 

Several new toys and games are in the 
process of development and patents on other 
items are in the works now. His biggest item 
called “LEAFSAVERS”, a pressure sensitive 
looseleaf reenforcement is being manufac- 
tured and distributed by Hassenfeld Bros., 
the biggest pencil manufacturer in the world. 
It will be nationally advertised. 

If you want help in finding a manufac- 
turer and distributor for a toy you have 
invented call Ben Smolen at 44 West 44th 
St., New York 36, N. Y., MU 7-2698. 
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takes the “WORK” 
out of ARTWORK 


the (fralikon art projector 


projects ANY type of 


copy 
DIRECTLY onto ANY SURFACE 
with amazing CLARITY and SPEED 
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Priced MUCH 
lower than any 
projector in 

its field 


$349° 
cometete f.0.b. 
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ready reference 


to have your firm listed call Plaza 9-7722 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 


JU 6-1090 


COLOR SERVICE 


Acorn Color Laboratory 
Dye transfer prints from transp. & ektacolor. 
168 W. 46th St., N. Y. C. Cl 7-2260 


COLORSTATS 


Ralph Marks Color Labs 

low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N. ¥. C. 17 EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 
Walt Mesmer 
Layout & illustration; humorous spots 
114 E. 40 St. MU 2-6138 


PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 


Experienced and trainees—all phases 
Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 

58 W. 47 St., N.Y. C. 36 


Hamilton Color 
35 mm. & Stereo Duplicates 
127 N. 2nd St., Hamilton, Ohio 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 


Ci 7-7377 


MU 7-2595 


PHOTO SERVICES—BAaW 


Modernage Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 


Call Ralph Boum LExington 2-4052 


RETOUCHING 
Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & While 


10 W. 33rd St., N. Y. C. PE 6-6859 
Color Transparency Retouching Studio 

Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-737 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 

58 W. 47 St., N. Y. C. 36 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N. Y. C. MU 5-7258 


Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 
Frank Van Steen 

Color Retouching. 

370 Lexington Ave., N. Y. C. 
Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 

7 E. 47 St., N. Y. C. EL 5-5354 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Presentation Department 
* Visual Aids * Promotional Material * Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 
Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


Cl 7-7377 


Cl 5-6489 


LE 2-6515 


12 E. 12th St., N. ¥. 3 OR 5-7280 

Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 
STULL LIFE 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


Frederic Lewis 
Phviographs of Everything 
36 W. 44th St., NYC 36 MU 2-7134 


Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. See our advertisement P. 150. 
319 East 44th St., N. Y. 17. . . MU 4-5400 

646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 
Underwood & Underwood News Photos, Inc. 








All subjects: Historical, Industrial, Scenics, 

Agricultural, Geographical, Personalities, etc. 

Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. ¥. C. 36 JU 6-5910 
TELEVISION SERVICES 

Edstan Studio 

Slides, Telops, Flips, in b/w and color 

75 W. 45th St., NYC 36 Cl 5-6781 


National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
42 W. 48th St., NY 36, NY JUdson 2-1926 
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TYPOGRAPHY 


The Composing Room, Inc. 
Adver'ising Typographers 
190 W. 46 St., N. Y. 

Frost Sros., Inc. 

Adveriising Typographers since 1921 


JUdson 2-0100 


228 Eost 45th St., N. Y. 17 MU 2-1775 
Typography Shops, Inc. 

Ali Latest Faces — Hand, Lino. 

245 — 7th Ave., N. Y. C. OR 5-7535-6-7 


classified 


TOP REPRESENTATION -++ top talent = top money! 
Rapidly growing art studio looking for top illus- 
trators for agency and lithographic houses .. . 
For further information . . . cali . . . MU 7-2698. 


MANAGER, SALESMEN, or those with at least 
5 years experience in the art material or drafting 
field. Looking for more money and a better place? 
We're looking for you. Contact us or come see us 
and be convinced. Let's talk it over. Art Materials, 
Inc. (Silk Screen Supplies), 10-63 Jackson Avenue, 
LIC 1, N.Y., RA 9-7306. 


FREE LANCE LETTERER—finishes and comps wishes 
space arrangement with reasonable amount work 
or staff position. Box 1600, Art Direction, 43 E. 
49th Street, New York 17, New York. 


ARTIST'S AGENT WANTED ... 

to sell high caliber, decorative, humorous art and 
unusual 3-dimensional collages. Box 1700, Art 
Direction, 43 East 49th Street, New York City 17. 


SPACE AVAILABLE. TWO private offices in art 
studio for free-lance retoucher, lay-out or figure 
man. Box 1701, Art Direction, 43 East 49th Street, 
New York 17, New York. 





ART PERSONNEL 





ALLAN KANE 


PLACEMENT AGENCY 





6 E. 46th ST. YUkon 6-9585 











Contact— 
ARTIST GUILD PLACEMENT SERVICE 





HIRING ARTISTS? 


cell “The Art Unit” or 7-9100 
New York State Employment Service — 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 


for both employers and applicants in 
the field of commercial ort. 


NO FEE CHARGED TO ANYONE 
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copywriters 
(continued from page 101) 





you can practically trace it.” When it 
reaches J.B. you find he hates it and had 
never even been consulted — wants to 
know what’s wrong with the Art Depart- 
ment. This Writer’s first few storyboards 
usually end up in the waste basket for 
the very same reason. 





The Copy Cubs: These eager young copy 
cubs are in training for the Platoon 
System. They attack vigorously—usually 
in packs. They stay underfoot badgering 
and heckling the Art Director until the 
layouts are finished. They scurry off to 
the supervisor where the ad is torn to 
bits, but return for the second go-round 
with all their original vigor. 





The Copywriters Rough-Rough: It is 
impossible to read and gives most Art 
Directors a depressed, tied-hands feeling. 
The rough is not the culprit, it is the 
lack of readable, typewritten copy. The 
Art Director, in trying to decipher the 
scrawls, loses his fresh approach, his 
interest, and sometimes his lunch. 

Perhaps the best way for Copywriters 
and ADs to view each other is to think 
of the team of Art Director and Writer 
as Reporters. Reporters of News and 
Information. The Art Director reporting 
visually with dramatic pictures and for- 
mats. The Copywriter reporting with 
words, exciting headlines, sparkling sub- 
heads and body copy. Each with an 
appreciation of the other’s talent, striv- 
ing to do the best possible job, both in 
print and in television. And that job is 
to create the ideas that sell. 

Sketches were drawn by Jim Link of 
S.S.C. & B. who, as you may have sus- 
pected, believes that all Copywriters are 
unfair to Art Directors. ” 


April 1958 


“jobs to fit artists 
artists to fit jobs” 








mor HENRY PRICE 


Agency/Graphic—Arts Personnel 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 








CORWIN 
is tops 
in art, too! 


Corwin Personnel (Agoy.) 
10 EB. 43rd St., NYC—MU-7-4942 


16th year—advertising placement specialists 
See or call Barney Hunter 














A unique opportunity 
for a small or medium size 


ART STUDIO OWNER 


If you are tired of being contact man, art 
director, and glorified messenger boy . . . 

If you plan to take a vacation but never 
get around to going. . . 

and, if you worry about what would happen 
to your business if you got sick or had an 
accident . . . then you will be interested in 
seeing us. Principals only, please write in 
strictest confidence for a personal interview. 
Box 1702, Art Direction, 43 E. 49 St., NYC 17. 








ART STUDIO REP 
interested in e. ing 
his services income 


Large studio specializing in art work for Sales 
Promotion material and Industrial Literature 
has sound opportunity for ambitious repre- 
sentative with active accounts who wishes to 
increase his present business and have the 
extra talent and facilities necessary to go 
after new business. Your answer will be held 
in confidence; for appointment write: Box 1703, 
Art Direction, 43 East 49th Street, NYC 17. 























ART DIRECTOR 


To Assist In 
Supervising And Training 
Air-brush Artists and Colorists 


State Experience, Age, 





Salary 
Box AD 1153, 125 W. 41 St., NY 
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be no room left over for a picture of 
the merchandise. No reason is given 
why the reader should buy the product. 
And where, oh where, is the ‘‘consumer 
benefit”? Everyone has heard about con- 
sumer benefit. 

Worried about the fact that here we 
have another ad that is falling into the 
much-talked-about “pretty picture but 
no sell” category, we investigated fur- 
ther. We went and asked the women 
who, after all, buy most of the stockings 
made by Capezio—or by anybody else, 
for that matter. 

The reactions to this advertisement 
ranged from “favorable” to “most en- 
thusiastic’. They said the illustration 
reflected Mr. Capezio’s uninhibited per- 
sonality. It gave the reader a feeling of 
being young, irresponsible, daring—just 
as do the actual playshoes, slippers, 


between men and women. The male 
may want to know why. To a female, 
logic is not the most important thing in 
the world. Sometimes you can go ahead 
and ignore such hard facts as wearing 
qualities, range of sizes, prices, as long 
as you make her feel good about your 
product — youthful, gay, different and, 
yes, even insane —and you still make 
the sale. 

The Capezio advertisement was con- 
ceived by brilliant creative minds who 
obviously know feminine psychology. 


Maybe it looks like an incidental doodle. 


that someone put on paper after having 
several goblets of champagne. But there 
is nothing irresponsible about this ad. 
Ask the store salesman and he will tell 
you that plenty of women are mad 
enough to pick Capezio stemwear. @ 





: 
=~, ) 
aw, 
4/ DIRECTIONS aii mete 
. had , aa 
7 
oO oO» 
are you mad enough to like Capezio advertising? 
This crazy, mixed-up advertisement dancing shoes, boots and other aban- 
brought us to a jarring halt as we were doned whatnots designed by the lovable 
going through The New Yorker the Italian madcap. Some said they like the 
other day. ad because it looks “insane”. Evidently 
Our predilection for the artistic forced some women prefer a little insanity now 
us to admire the illustration. The colors and then. Maybe they have a point 
are beautiful. The composition is ex- there. 
citing. It’s the kind of picture we would We looked at the Capezio ad with | 
expect to find on the slick pages of renewed respect, frankly having learned | 
avant-garde publications. our lesson. It seems that it is possible 
* Moments passed before sober adver- 9 sel] a product in more ways than one. 
sing judgment finally got the better 1 spite of what some people say, mer- 
of us and we age! ourselves the all- chandise can be sold through nothing 
important question: “Yeah, but what on but a pretty picture and piquant caption 
earth are they trying to sell? : that convey the right atmosphere. 
The advertisement takes an entire We also discovered what we suspected 
wg benbs. yeah Teageh wrote for a long time: there is a difference RT DI 
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...means Gussin-Radin, a pair of advertising, promotion, 
and merchandising artsmen you should know, now that 
competitive hardsell is here again. Lawrence Gussin is 
the manufacturer-agency art director. Hy Radin is the 
merchandiser and retouching ace. Both have success- 
fully piloted outstanding selling programs. Together, they 
head-up New York’s most complete graphic art service 
loaded with top talent, and geared to give every job 
pull,” in these promotional and budget-sensitive times. 


NEW YORK’S MOST COMPLETE 
GRAPHIC ART SERVICE: NATIONAL, 
TRADE, DIRECT MAIL, SALES PRO- 
MOTION: COPY, LAYOUT, DESIGN, ART, 
PHOTOGRAPHY, COLOR= BLACK AND 
WHITE RETOUCHING, DYE TRANS- 
FERS, MECHANICALS. GUSSIN-RADIN 
STUDIOS, 220 WEST 42 ST.,NYC 36 


Art Directic 








